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INTRODUCTION 
Universal City, owned by MCA Inc., encompasses some 410 acres 
adjacent to the Hollywood Freeway, gateway to suburban San Fernando 
Valley. Today, television and motion picture operations occupy approxi-
mately 200 acres of the total. MCA management believes that in future 
years approximately 140 acres will be adequate for studio operations. 
Economics Research Associates was retained to determine an appropriate 
land use program for the rema,ining 270 acres. Earlier studies completed 
since 1963 indicate the optimum development program is a mixture of 
urban land uses, including 1, 250, 000 square feet of commercial office 
space, 3, 000 high rise and garden apartment units, a 1, 500-room hotel 
complex, and retail shopping facilities. Market support for the recom-
mended development program is discussed in the E. R. A. study dated 
January 13, 1966, entitled Optimum Land Development Program for 
Universal City. 
The success of the Universal City Studios Tour (over 800, 000 
attendance in 1966) prompted MCA management to investigate potential 
expansion of the recreation en'vironment and orientation of Universal City. 
MCA asked Economics Research Associates and the architectural firm of 
Smith and Williams to collaborate on preparation of a development 
program for Universal City providing a mixture of urban and recreation 
activities offering the highest and best use for the land. 
The planning concepts and objectives leading to the recommended 
master land use plan are set forth in the Smith and Williams report. 
E. R. A. 1 s report deals with market support and financial evaluation for the 
proposed recreation development and its impact on Universal City as a 
whole. 
A summary of the development concept and economic analysis is 
presented in Section I. Section II evaluates market support for the recrea-
tion oriented elements of the master plan. (The previous E. R. A. study 
presents a detailed analysis of market support for the urban land uses.) 
In Section II, annual visitation is projected and patterns of attendance are 
analyzed to establish physical planning guidelines for the recreation 
development. Also, in this section alternative admission pricing policies 
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are evaluated. The financial evaluation of the recreation elements is 
presented in Section Ill. In the final section, the implications of the 
proposed recreation activities to the urban development program are 
discussed and evaluated. 
The research was conducted under the direction of Harrison A. 
Price, President of Economics Research Associates. Daryl J. Butcher 
served as project leader, assisted by John F. Whitsett. WilliamS. Lund, 
Executive Vice President, served as a consultant to the project. 
Economics Research Associates acknowledges the cooperation 
provided by the architectural consultants, Smith and Williams. 
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Section I 
SUMMARY AND CONCLUSIONS 
CONCEPT OF PROPOSED RECREATION COMPLEX 
Tivoli Gardens in Copenhagen is virtually unique as a downtown 
center of dining, shopping, amusement, recreation, and culture. Nothing 
quite like it exists elsewhere. Nothing at all like it can be found in any 
American city. Picturesque dining and shopping complexes, like 
Ghirardelli Square and Fisherman's Wharf in San Francisco or Old Town 
in Chicago, have come into being. But these recent efforts are only 
steps on the road to Tivoli, a true urban showplace. With the availability 
of sufficient site area, accessibility, and market support, MCA Inc. has 
an opportunity to develop an urban showplace similar to Tivoli Gardens --
one that would immeasurably enhance the aspect and atmosphere of the 
entire development and at the same time help to attract visitors to other 
Universal City activities, especially to the Studios Tour and the hotel 
complex. A "Tivoli Gardens" could be the pi~ce de resistance of the 
Universal City development. 
The recommended site for the proposed recreation complex within 
the 410-acre Universal City is between Laramie and Virginia Canyons. 
This 32- to 42-acre site, in the center of the development, has almost 
everything to recommend it as the setting for an urban showplace. It 
borders the apartment complex, hotel center and resort complex and is 
within easy walking distance of the commercial office center. These 
elements and the proposed recreation development would be de signed to 
complement each other, forming together a total urban environment. For 
the recreation center, the urban elements of the development would provide 
a source of year-round market support-- residents of the apartment 
complex, employees in the commercial office center, and visitors to the 
hotel complex. In turn, the recreation complex would provide prospective 
tenants with the attractive advantage of proximity to a dining, shopping, 
recreation, and cultural environment of international flavor and appeal. 
On a more mundane, though no less significant level, the site 
occupies a prime position along one side of the Hollywood Freeway, 
I-1 
I. 
r 
l. 
\ 
I 
leading to the rapidly expanding San Fernando Valley, and is adjacent to 
the route of the proposed rapid transit system. Moreover , it is within a 
short driving distance of three other complementary attractions -- Dodger 
Stadium, the new Los Angeles Zoo, and the Hollywood Bowl. The proposed 
recreation complex would offer a place for pre-concert dining and after-
game dining, strolling, and dancing, and for relaxation and dining after a 
tour of the zoo . 
To be successful, the Universal City recreation area must provide 
an environment where resident visitors and tourists alike can find relaxa-
tion and entertainment in an atmosphere of beauty, warmth, and gaiety. 
The final concept must feature high quality dining, shopping, and entertain-
ment equal to that of a Tivoli, Ghirardelli Square, Disneyland, and such 
international shopping districts as Montreal 1 s Place Villa Marie and the 
exclusive Right Bank in Paris. It must be a fun-filled place incorporating 
the best of many international cultures from Los Angeles to Bangkok and 
from London to Bombay. To achieve this ideal, it is necessary that the 
recreation area be both a place to see and a place to do. The food and 
wares presented and sold must reflect the culture of many lands as 
distinct entities while illustrating their contribution to American culture. 
Although the scope of activities for the recreation area conceived 
by Smith and Williams is still in its earliest formulative stage, the 
envisioned concept promises to be one which fulfills the prerequisites for 
success. 
Planned for the area are buildings and streets depicting the 
attraction 1 s international flavor; restaurants and cafes ; craft shops, 
including leather workers and silversmiths; beer cellars and gardens; 
exhibits and museum displays of the evolution of the entertainment 
industry; and theater and concert facilities. A few quality rides and 
amusements, with an international character, will be included to provide 
a diversion for adults and children alike. 
Strolling balladeers, dance groups, parading bands, folk music 
festivals, and firework displays will make the recreation area a dynamic 
place, enhancing the charm of the entire Universal City development. 
Design of the area should make effective use of authentic historical and 
contemporary architecture. 
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The showpieces of the recreation area would be a 3, 000- seat 
theater complex, the Hollywood Museum, and the Studios Tour. These 
three elements of the proposed attraction exhibit the history, production 
processes, and products of the motion picture and television industry, em-
phasizing the role of Universal City Studios. Surrounding these elements 
would be dining, shopping, and other recreation activities within a setting 
of park-like open space. 
Dining 
A major function of the recreation complex would be to provide a 
unique atmosphere for visitor and resident dining . Proposed are 10 to 20 
eating places, demand for which is analyzed in Section III of this report. 
The restaurants would offer various kinds of service and food, with a 
number of national cuisines represented. Supplementing a core of restau-
rants would be sidewalk cafes, a coffee house, beer gardens, and snack 
shops. 
Shopping 
Essential activities of "floneurisine," as Europeans call their most 
popular urban pursuit, city strolling, are window shopping, browsing, and 
making store purchases. The stores most favored by strollers are art, 
gift , and specialty shops, and in the environment of a shopping park , such 
as Tivoli ' s , this kind of sho~ping itself constitutes a form of recreation. 
Hence, a series of store clusters would comprise a basic element of the 
proposed recreation complex. These clusters of shops would feature a 
variety of quality imported and domestic merchandise. The desired variety 
is best illustrated by this sample of the tenant list at Ghirardelli Square: 
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GHIRARDELLI SQUARE TENANT LIST 
Tenant 
American Craft Center, Inc. 
Jean Lasnier 
Sandal Shop 
Yianni 
Design Research 
International Child Art Center 
Littlest Angel 
William Silva 
MADness 
Klein 1 s Sport Shop 
The Laky Galleries 
Takahashi Main Street 
Norse Hus 
Norman Black Interiors 
Greenery Associates 
Alberta 
Ghirardelli Book Store 
Bath and Boudoir 
Description of Merchandise 
Featuring the best of today' s craftsmen. 
Handmade contemporary jewelry. 
Handwovens and leather. 
Shell accessories for home, patio, pool, 
or pins to wear. 
Excellence of design in household articles, 
plus the distinctive Marimekko line. 
Exhibits of children's art from all over 
the world. 
Children 1 s fashions. 
Chic women 1 s fashions. 
Women 1 s shop of prima ballerina 
Janet Sassoon and her partner, Marina 
Sender. 
Sport clothes and ski equipment. 
Contemporary Chinese paintings. 
A colorful 11 general store. 11 
Quality Scandinavian merchandise. 
An antique and contemporary furniture 
gallery. 
Plants, living topiary trees, and garden 
accessories. 
Dried and artificial flower arrange-
ments. 
Children 1 s, cooking, and art books and 
art prints. 
Soap, scents, and bathroom accessories. 
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Recreation Features 
In addition to the Studios Tour, theater complex, and Hollywood 
Museum, the center would contain other entertainment facilities. For 
children, a few rides like a brightly canopied carrousel and a small 
ferris wheel ; for adults and children both, a pleasant and relaxing boat 
ride. 
As natural adjuncts to the Hollywood Museum and Studios Tour, 
Recorded Arts and Production Arts Centers would be developed. Visitors 
could test their skills by simulated participation in the film production 
process, editing, sound effects, lighting , etc., and challenge their recall 
of names of past films, television series , and personalities. These ideas 
have not been fully developed and as such represent simply possibilities 
for consideration. 
Copenhagen 1 s Tivoli 
Since the purpose and scope of the proposed Universal City recrea-
tion area have definite similarities to Tivoli, a brief de scription of this 
world- famous attraction is in order. 
Tivoli, in the center of Copenhagen, was founded in 1843. The City 
of Copenhagen owns the land and leases it to the Tivoli Company. This 
independent operating company manages most of the amusements and other 
attractions, while such facilities as restaurants are leased on a percentage 
basis. The operating period is May 1 to September 15 , or 4-1 /2 months a 
year. Operating hours are 9 a.m. to 12 midnight. A nominal gate 
admission charge ranges from some $0 . 15 to $0.37 for adults. 
Many factors are responsible for making Tivoli the success it has 
become, but evaluating each factor in terms of its particular impact or 
importance becomes virtually impossible because Tivoli, physically and 
conceptually, means something different to each visitor, including both 
tourists and residents . With its beautiful gardens, numerous restaurants, 
and entertainment areas, Tivoli offers a retreat from the harshness 
usually associated with bustling cities even though it is in the heart of a 
metropolitan complex. In this respect, Tivoli became a playground for 
children and a place of relaxation for parents. There are 23 restaurants 
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offering relaxation and nourishment for both tourist and resident visitors. 
Entertainment in the form of open-air concerts , symphonies, ballet, and 
theater , as well as the more novel ride amusements, provides additional 
recreation opportunities for the entire family. The success of the Tivoli 
concept can be seen in the following table describing Tivoli operation in 
1965: 
Area 
Ground landlord 
Rent to Copenhagen 
Number of restaurants 
Number of restaurant seats 
Number of concessions 
Number of Tivoli and tenant 
employees 
Number of visitors 
Average number of daily 
visitors 
Greatest number of visitors 
in one day 
Percentage of children 
Number of season ticket 
holders (adults, $5. 15; 
children, $2. 21) 
Admission charges 
Adults: 
Approximately 20 acres 
The City of Copenhagen (lease 
expires in 1995) 
2, 426,225 kroner ($356 , 800) 
23 
9, 300 (1, 800 for picnicking) 
80 
2, 225 (including 130 musicians) 
4,135,844 
30,636 (135 days) 
112,802 
15% 
17,211 
Weekdays: 9 .a.m. to2p.m. $0.15 
2 p. m. to 12 p. m. $ 0 . 2 2 
Weekends $0.37 
Children Half fare 
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Institutional 
One important institutional use is interwoven into the Universal 
City recreation area. This, the relocation of the University of Southern 
California's School of Cinematography, is being planned by Albert C. 
Martin and Associates to provide facilities for teaching and training of voice, 
dancing, acting, and music. The school will also operate the Hollywood 
Museum and utilize its film and research libraries in classroom work. 
The concept and scope of activities proposed for Universal City 
is further developed in the text of this report and the companion study by 
Smith and Williams. 
MARKET SUPPORT FOR PROPOSED RECREATION COMPLEX 
The total Southern California recreation market from which the 
Universal City development will draw support is estimated below: 
Non-Resident Total 
Residents.!_/ Out-of-State California Available 
Year {000} Tourists Vacationers Market 
1965 9,260 6,240 1,750 17,250 
1970 10,700 7,950 2,000 20,650 
1975 12,250 10, 130 2,280 24,660 
1980 13 , 850 12,900 2,600 29,350 
Although the dining and shopping components of the attraction will 
depend on Los Angeles and Ventura counties for daily support, the magnitude 
and unique concept of the proposed recreation complex should create 
sufficient impact to attain a sizable penetration of the total available recrea-
tion market . 
l./ Includes Los Angeles, Orange, Ventura, Riverside, and San Bernardino 
counties. 
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Estimated Annual Visitation 
The total available market for recreation attractions in Southern 
California serves as a basis for projecting visitation to the proposed 
Universal City complex. The experience of Tivoli, Ghirardelli Square, 
Los Angeles' Ports O' Call Villages, Disneyland, Busch Gardens in 
Van Nuys, and the Universal City Studios Tour was evaluated in determin-
ing the potential level of visitation. It seems unlikely the proposed 
Universal City attraction will achieve penetrations equal to Disneyland's, 
with its ever-changing activities, international fame, and appeal to all 
age groups. However, the wide range and variety of activities to be 
included in the Universal City complex will potentially capture a higher 
proportion of the available market than single- activity recreation attrac-
tions. Assuming alternative admission pricing policies, probable levels 
of annual visitation are projected below: 
Visitation With Paid 
Total Admission!./ 
Total Visitation Percent of 
Available Market With Free Free 
Market Penetration Admission Admission Total 
Year {000} {Eercent} {000~ Visitation ~000) 
1970 20,650 15o/o 3,100 100o/o 3,100 
1975 24,660 19 4,680 87 3,790 
1980 29,350 22 6,460 75 4,860 
The increasing level of penetration is based on the public 1 s tendency 
to patronize restaurants and retail shops more frequently as they become 
established and better known for thie respective services. Given quality 
tenants, increased market penetration levels in the dining and shopping 
categories of visitation should more than offset the normal declining level 
of recreation market penetration, giving the Universal City attraction an 
increasing overall percentage of the available market. 
1../ Assumes $0. 50 adult admission, $0.25 for children (6-12 years). 
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Effect of Admission Charge 
The effect of an admission charge on total visitation is illustrated 
in the text table on the previous page. Because of the projected initial 
impact of the proposed major recreation complex, the admission charge 
is not expected to noticeably affect visitation at the outset. However, 
over a period of time an admission charge is expected to deter repeat 
visitation to the dining and. shopping components of the complex. In 1980, 
a nominal admission fee would decrease attendance by 25 percent, yielding a 
total visitation of 4, 860, 000 persons in that year. 
FINANCIAL EVALUATION FOR THE 
PROPOSED RECREATION COMPLEX 
This financial evaluation is based on the experience of selected 
recreation centers throughout the United States, adjusted to reflect 
conditions unique to Southern California and the proposed Universal City 
development. 
Estimated Visitor Expenditures 
This evaluation of potential expenditures at the proposed attraction 
is prepared for both free and paid admission policies. 
Admissions 
Admission fees of $0. 50 for adults and $0.25 for children (6 to 12 
years) illustrate the relative effect of paid admissions on the financial 
performance of the proposed attraction. Adults are expected to represent 
85 percent of total visitation, yielding a per capita admission expenditure 
of $0. 46 . In determining gross revenue from admissions, an allowance 
is made for sale of annual tickets. Some 6, 000 to l 0, 000 annual tickets 
are estimated to be sold at $10 each. Gross admissions revenue is 
computed as follows: 
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1970 1975 1980 
Annual visitation { 000) 3,100 3,790 4,860 
Per capita expenditure $ 0.46 $ 0.46 $ 0.46 
Gross revenue from 
admissions ( oop) $1' 420 $1,740 $2,220 
Distribution of Visitor Orientation 
To facilitate comparison of projected Universal City expenditures 
with those at similar existing activities, potential visitors are categorized 
according to the primary orientation of their visit. Although such a 
separation of activity obviously must be arbitra!y, the experience of other 
attractions as applied to the proposed concept indicates the following 
distribution of primary purpose of visit: 
Percentage of Distribution 
1970 1975 1980 
Admission Policy.!) 
Visitor Orientation 
Dining 
Shopping 
Recreation 
Other 
Total 
I and II I and II 
20% 
20 
50 
10 
1 Od% 
25% 
25 
40 
10 
100% 
I 
30% 
30 
30 
10 
100% 
II 
25% 
25 
40 
10 
100% 
Generally~ first-time visitors will be recreation oriented. With no 
admission charge, after the first or second visit patrons will usually be 
more interested in the dining and shopping elements of the complex. This 
is partially attributable to the fact that Universal City is established as a 
recreation activity, but the dining and shopping components must build a 
reputation and public acceptance. Under the paid admission policy, the 
recreation elements of the proposed attraction remain as the dorninant 
visitor orientation . 
.!_/ Admission Policy I: free admission. 
Admission Policy II: paid admission. 
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Restaurant Operations 
A variety of cuisine and service, ranging from an English pub 
or German beer garden to a gourmet French restaurant, is proposed for 
the recreation complex. Some 10 to 20 food service facilities planned 
for the recreation complex are categorized as expensive, moderate priced, 
and inexpensive, as illustrated below: 
Average Meal Ticket!./ Weighted 
Category Lunch Dinner Average 
Expensive $3.00 $7.50 $5.25 
Moderate priced 1. 50 4.50 3.21 
Inexpensive 0. 75 0.75 0.75 
Consideration is given to dining preference in determining per 
capita restaurant expenditures by visitor orientation. The estimates 
derived in Section III of the report are dining, $4. 03; shopping, $0. 88; 
and recreation, $1. 24. For the dining oriented visitor, the primary 
objective of visiting Universal City is to enjoy lunch or dinner in one of 
the fine restaurants. Food and beverage spending by the shopping and 
recreation oriented visitor is largely a function of length of stay at the 
complex . The dining expenditures are comparable to such facilities as 
the Space Needle in Seattle, Ports 0 1 Call Villages, and Fisherman's 
Wharf. The food and beverage expenditures by recreation visitors are 
comparable to those at Disneyland, Six Flags Over Texas, and .Marineland. 
Applying the projected percentage distribution of visitor origin, 
the following text table presents the total per capita expenditure for food 
and beverage, gross revenue, and number of restaurant seats required: 
l.) Including beverages. 
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Free Adrnis sion 
Projected Gross Total 
Visitation Per Capita Revenue Nwnber 
Year {000} ExEenditure (000} of Seats 
1970 3,100 $1. 62 $ 5,020 1,290 
1975 4,680 1. 75 8, 190 2,045 
1980 6,460 l. 86 12,020 2,935 
Paid Admission 
1970 3,100 $1. 62 $ 5, 020 1,290 
1975 3,790 l. 75 6,640 1,805 
1980 4,860 l. 75 8,510 2,130 
The increasing per capita restaurant expenditure reflects the 
growing orientation toward the dining ele.ment of the complex. 
ShoEEing 
The retail shops are envisioned as featuring a variety of imported 
and domestic wares. Tenants, specializing in quality merchandise and 
service, might include antique art dealers; food shops selling candy, 
gourmet foods, and cheese; import outlets; craft shops featuring candles, 
pottery, leather, and silver; and specialty apparel stores ranging from 
sportswear shops to furriers. 
Projected visitor expenditures are derived in a manner similar 
to that used in computing restaurant expenditures. Dining oriented 
visitors may also browse and shop before and after dining. Several will 
buy a gift or household item on impulse. However, inasmuch as only a 
small proportion will make more than a token purchase, an average 
expenditure of $0. 30 is estimated. The visitor who comes to Universal 
City for the expr"ess purpose of buying a gift or an item for his own use 
will undoubtedly find the item within the proposed assortment of shops. 
Therefore, the average merchandise expenditure for shoppers is estimated 
at $5. 00. A $1.00 average merchandise expenditure is estimated for 
recreation visitors. This figure is comparable to spending at Disneyland 
and Six Flags Over Texas. 
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Based on total per capita expenditure weighted by the distribution 
of visitor origin, gross revenue as well as square footage required for 
merchandise operations are estimated as follows: 
Free Admission 
Average 
Projected Gross Gross Square 
Visitation Per Capita Revenue Revenue Per Footage 
Year (000) Expenditure (000) Square Foot Required 
---
1970 3, 100 $1. 58 $ 4,898 $100 49,000 
1975 4,680 1.75 8, 190 100 82,000 
1980 6,460 1. 91 12,340 100 123,000 
Paid Admission 
1970 3, 100 $1. 58 $ 4,898 $100 49,000 
1975 3,790 1. 75 6,630 100 66,000 
1980 4,860 1. 75 8,510 100 85,000 
The increasing per capita expenditure for merchandise reflect 
the orientation of the complex to dining and shopping and away from the 
recreation components. 
Entertainment and Cultural Activities 
Among the major sources of gross revenue for the proposed 
recreation complex are the entertainment and cultural activities which 
include the Studios Tour and Production Arts Center, a 3, 000-seat 
Cinema Arts Theater complex, the Hollywood Museum and Recorded 
Arts Center and two or three thematic rides. 
Based on the visitor participation levels anticipated, the average 
recreation expenditure is estimated as follows: 
Visitor Orientation 
Dining 
Shopping 
Recreation 
Other 
I-13 
Average Recreation 
Expenditure 
$0.41 
0.23 
3.35 
0.07 
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The average expenditure by recreation oriented visitors is comparable to 
the experience of Disneyland and Six Flags Over Texas. The computation 
of average recreation expenditure is outlined in Section III of this report. 
The weighted per capita expenditure reflecting the changing orien-
tation of visitors to the proposed attraction is shown below: 
Free Admis.sion 
Gross Revenue 
Projected for Recreation 
Visitp.tion Per Capita Activities 
Year ( 000~ ExEenditure {000~ 
1970 3,100 $1. 82 $5,640 
1975 4,680 1. 51 7,070 
1980 6,460 1. 21 7,820 
Paid Admission 
1970 3, 100 $1. 82 $5,640 
1975 3,790 l. 51 5,720 
1980 4,860 l. 51 7,340 
Parking 
A charge for parking is suggested in addition to an admission fee, 
if and admission charge is adopted. Parking charges like admission 
fees tend to deter the free flow of visitation. The public has not yet gen-
erally accepted the practice of paying admission for the privilege of 
shopping and dining; however, the payment of parking fees is accepted 
by most shopping and dining patrons, particularly in downtown urban 
areas. With construction of parking · garages convenient to all elements 
of the complex, most visitors will be more than willing to pay for parking. 
A $0.50 per car charge is suggested initially. With the growing 
public acceptance of parking charges and the increasing reputation of the 
proposed attraction, it may be possible to raise the charge to $1. 00. 
Further, if and when rapid transit is established, a charge may be levied 
for carrying visitors between the nearby rapid transit station and the 
recreation area. 
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The proportion of total visitation arriving by car is established 
at 90 percent in 1970, 85 percent in 1975, and 80 percent in 1980. The 
average number of persons per parked car estimated by primary purpose 
of visit is as follows: dining, 3. 0; shopping, 2. 5; recreation, 4. 0; and 
other, 1. 5. 
Based on the changing distribution of visitor orientation, the 
average number of persons per car, gross revenue, and per capita parking 
revenue are projected below: 
Free Admission 
Visitors Average 
Arriving by Number Number of 
Car of Persons Cars 
Year {000} Per Car {000} 
1970 2,800 3.0 930 
1975 3,980 2.9 1,370 
1980 5,170 2.8 1' 850 
Parking Per Capita 
Charge Gross Parking 
Per Car Revenue ExEenditure 
1970 $0. 50 $465,000 $0. 15 
1975 0. 50 '685, 000 0. 15 
1980 0. 50 925,000 0. 14 
Paid Admission 
Visitors Average 
Arriving by Number Number of 
Car of Persons Cars 
Year {000} Per Car {000} 
1970 2,800 3.0 930 
1975 3,220 2.9 1' 110 
1980 3,890 2.9 1,340 
Parking Per Capita 
Charge Gross Parking 
Per Car Revenue ExEenditure 
1970 .$0. 50 $465,000 $0. 15 
1975 0. 50 555,000 0. 15 
1980 0.50 670,000 0. 14 
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Total Gross Revenue 
Total gross revenue for the Universal City recreation complex is 
summarized below: 
Free Admission 
Total Total Gross 
Visitation Per Capita Revenue 
Year (000) 
---
Expenditure (000) 
1970 3,100 $5. 17 $16,023 
1975 4,680 5. 17 24,135 
1980 6,460 5. 16 33,105 
Paid Admission 
1970 3, 100 $5.63 $17,443 
1975 3,790 5. 62 21,295 
1980 4,860 5. 61 27,250 
The total per capita expenditure in 1980 is estimated at $5. 16 
with no admission charge and $5.61 with paid admission. This 
expenditure ranks high among leading recreation centers throughout the 
United States, along with Disneyland's $6.13 and Six Flags' $5. 38. 
However, the projection is reasonable considering the emphasis placed 
on restaurants and merchandising at Universal City. 
Net Operating Income 
The restaurant and retail shops are to be leased to operators of 
proven ability and experience in the respective businesses. The recreation 
activities, with the exception of the Hollywood Museum, are to be operated 
by MCA Inc. 
The proposed Hollywood Museum is to be operated by the U.S. C. 
School of Cinematography, owned by Los Angeles County and located on 
land owned by MCA. Potential revenue from this source has not been 
calculated. However, if the museum charges admission, a land lease 
payment would seem reasonable after the museum pays operating expenses 
and makes a contribution to debt service retirement. 
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A range of lease rates as a percentage of gross sales suggested for 
restaurant and merchandise operations is the following: 
Revenue Source 
Restaurant 
Merchandise 
Range of 
Lease Rates 
6. Oo/o to 20. Oo/o 
6 . 0% to 1 5. 0% 
Average 
Lease Rate 
10. O% 
9. 0% 
These lease rates are consistent with those at major exhibitions, theme 
parks, and specialty shopping centers. 
Additionally, rental of office space in the recreation core is antici-
pated. Typical tenants would be interior decorators and designers; art, 
dance, voice, and instrument instruction studios; travel and tour agencies; 
and talent and artist agencies. Rental rates for such facilities should 
average $4. 50 per square foot. Some 15, 000 square feet of office space 
is scheduled for first phase development, with an ultimate 45, 000 square 
feet in 1980. Annuai income of $122,000 in 1980 can be expe·cted from the 
office space. 
Net income to MCA from operation of such commercial facilities as the 
Studios Tour, Production and Recorded Arts Center, CinemaA·rts Theater com-
plex rides and amusements, admis s~ons, and parking is. estimated at 50 percent 
of gross revenue. This does not take into account debt service, depreciation, 
and income taxes. Twenty-five percent of net income is deducted for 
management and leasing expenses, insurance, and advertising. Net operat-
ing profit is shown below: 
Free Admission Paid Admission 
1970 1975 1980 1970 1975 1980 
Revenue Source (000) (000) (000) (000) (000) (000) 
Admissions $ 710 $ 870 $1,110 
Restaurants $ 502 $ 819 $1,202 502 664 851 
Merchandise 441 737 l' lll 441 598 766 
Office rentals 41 82 122 41 82 122 
R-€creation 
(less Hollywood Museum) 2, 635 3,276 3,585 2,635 2,653 3,402 
Parking 238 348 468 238 278 335 
Total Net Income $3,857 $5,262 $6,488 $4,567 $5, 145 $6,586 
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Revenue Source 
Total net income 
Less general and 
administrative expenses 
Free Admission 
1970 1975 1980 
{000) {000) {000} 
$3,857 $5 , 262 $6,488 
964 1 ' 316 1,622 
Paid Admission 
1970 1975 1980 
{000) (000} (000} 
$4,567 $5,145 $6 , 586 
1,142 1,286 1,646 
Operating profit before 
depreciation, income 
taxes, and debt service $2,893 $3,946 $4,866 $3,425 $3,859 $4,940 
Cash Flow Analysis 
This demonstration cash flow analysis assumes that MCA funds all 
capital costs. Full cost of the complete development, estimated by Smith and 
Williams, is $22 . 3 million with a free admission policy and $18. 9 million 
with paid admission. Gross cash flow is shown below: 
Free Admission 
1970 1975 1980 
(000} (000) (000) 
Operating profit $2,893 $3,946 $4,866 
Depreciationl/ 686 891 1 ' 115 
Net income before taxes $2,207 $3,055 $3,751 
Income taxes~ I 1,104 1,528 1,876 
Net income after taxes $1,103 $1,527 $1,875 
Depreciation..!./ 686 891 1' 115 
Gross cash flow $1,789 $2,418 $2,990 
..!_/ Based on 20-year, straight - line depreciation. 
~/ Assumes 50 percent. 
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Paid Admission 
1970 1975 1980 
(000} (000) (000) 
$3,425 $3,859 $4,940 
686 794 946 
$2 , 739 $3,065 $3,994 
1,370 1,532 1,997 
$1,369 $1,533 $1,997 
686 794 946 
$2,055 $2,327 $2,943 
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LAND APPRAISAL OF REVISED MASTER PLAN FOR 
UNIVERSAL CITY DEVELOPMENT 
A revised urban development program incorporating the proposed 
recreation complex offers the highest land use feasible for the 410-acre 
Universal City. The revised plan consists of the following component 
complexes: 
Component 
Recreation complex 
Commercial office center 
Convenience retail center 
Hotel complex 
High rise hotel center 
Resort hotel 
Apartment complex 
High rise q.partments 
Medium ri$e apartments 
Garden apartments 
Institutional use 
Park-like areas 
Studio area 
Total 
Size 
1, 250, 000 sq. ft. 
60, 000 sq. ft. 
2, 500 rooms 
1, 500 rooms 
1, 000 rooms 
3, 000 units 
1, 000 units 
600 units 
1, 400 units 
Land Absorption, 
Including 
Parking 
(~cres) 
32- 40 
7 
4 
28 
78 
7 
106-114 
140 
410 
Some 250 , 000 square feet of the total 1. 25 million square feet 
of commercial office space has already been developed. The recom-
mended development schedule for the balance is as follows : 
Period 
1968-1970 
1971-1975 
1976-1980 
Total 
Sguare Feet of Space 
70,000 
530,000 
400,000 
1 , 000,000 
Construction cost of this office building complex as estimated by 
Skichnore, Owings and Merrill is $29. 0 million, including_:parking 
facilities. 
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Convenience Retail Center 
The retail shopping center has been scaled down from the regional 
and specialty shopping centers proposed in previous E . R. A. reports. 
Although a great variety of retail shops is presently envisioned fo r the 
recreation complex, a small convenience shopping center is required to 
provide residents of both the Universal City development and adjacent 
residential areas with daily necessities. 
A convenience center of 60, 000 square feet of gross floor area is pro-
posed for construction in 1971-1975. Smith and Williams estimate cost of 
development at $1, 0 l 0, 000. 
Hotel Complex 
The proposed hotel complex consists of two elements: a 1 , 500- room 
high rise hotel center and a 1, 000- room resort hotel complex. The first 
500-room unit of the high rise complex is currently under construction. 
The resort hotel complex is a new addition to the master plan, included to 
serve the additional demand created by the recreation complex. The first 
unit of this complex should not be opened until after Universal City's 
recreation identity is strongly established. The proposed hotel complex 
development schedule is as follows: 
Period 
1968-1970 
1971-1975 
1976-1980 
Total 
Number of Rooms 
High Rise Hotel Resort Hotel 
Center Complex 
500 
500 
500 
1,500 
400 
600 
1,000 
Construction costs of the 1, 500-room high rise center are esti-
mated at $25. 8 million, including structured parking. The costs of 1, 000-
room resort hotel complex are $20. 5 million, including surface parking 
and .landscaping. 
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Apartment Complex 
One significant change has been made in the plan for a 3, 000-unit 
apartment complex since preparation of the previous E. R. A. report. A 
third type of apartments, medium rise, has been added to the configuration, 
although the total number remains unchanged. The proposed development 
schedule is as follows: 
Medium 
High Rise Rise Garden 
Period AEartments AEartments AEartments 
1968-1970 250 100 400 
1971-1975 300 300 500 
1976-1980 450 200 500 
Total 1,000 600 1' 400 
Construction costs for the apartment complex (including covered 
parking and ·landscaping) are estimated at $30. 5 million for the high rise units, 
$13.3 million for medium rise, and $24.4 million for garden apartments, 
or a total of $68. 2 million. 
Residual Land Value 
The residual land value summarized in Table I covers the 32- to 
40-acre recreation complex, 1. 0 million square foot office center yet 
to be developed, convenience retail center, 2, 500- room hotel complex, 
and 3, 000-unit apartment complex. Excluded from this analysis are the 
7-acre school and museum complex, 106 acres of park-like terrain , 
140 acres of studio area, and all expenses for off- site improvement (roads, 
earthmoving, retaining walls, drainage and storm drains, and sanitary 
sewers). 
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Section II 
ESTIMATED MARKET SUPPORT 
A prerequisite to the projection of attendance levels and patterns 
at the proposed Universal City recreation development is evaluation of 
the available market. This section analyzes the development's potential 
sources of support. 
CHARACTERISTICS OF THE AVAILABLE MARKET 
Components of the available market for a major recreation attrac-
tion in Southern California are listed in Table II. The market consists of 
residents of Los Angeles, Orange, Ventura, Riverside, and San Bernardino 
counties, commonly referred to as the consolidated five-county area, and 
tourists and visitors to Southern California. The market is projected to 
total20.6 million persons in 1970 and over 29 million by 1980. 
Until recently the San Fernando Valley did not have a major recrea-
tion activity which attracted tourists or local residents. Development of 
the Universal City Studios Tour and Busch Gardens in Van Nuys has created 
a recreation focus in the San Fernando Valley. The tour, in its second 
year of operation, drew over 800, 000 persons in 1966. Attendance in 
1967 is projected at 1 million. In its first year of operation Busch Gardens 
was visited by slightly over 1 million persons. Visitation is 1967 is 
projected at nearly 2 million. 
Although the specialty shop and restaurant components of a major 
recreation attraction will continue to depend for daily demand support on 
the Los Angeles and Ventura County areas analyzed in previous reports, 
the magnitude and unique concept of the proposed recreation complex 
should create sufficient drawing power to result in a sizable penetration 
of the total available recreation market. 
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Year 
1960 
1965 
1970 
1975 
1980 
Table II 
TOTAL AVAILABLE MARKET 
FOR PROPOSED UNIVERSAL CITY 
RECREATION DEVELOPMENT 
Non-Resident 
Out-of-State California 
R esidentsl) Tourists Vacationers~/ 
7, 690 4, 750 1,490 
9, 260 6, 240 1, 750 
10, 700 7, 950 2,000 
12,250 10' 130 2,280 
13, 8 50 12, 900 2,600 
Total 
{000) 
13, 930 
17,250 
20,650 
24, 660 
29, 350 
J:j Consolidated five-county area includes Los Angeles, Orange, Ventura, 
Riverside, and San Bernardino counties. 
~/ Remainder of California calculated at 25.9 percent of population 12 
years or older. 
Source: Los Angeles Chamber of Commerce Research Committee, 
Southern California All-Year Club, ORRRC Report No. 19, 
and Economics Research Associ-ates. 
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ESTIMATED ANNUAL VISITATION 
The total available market for recreation attractions in Southern 
California serves as the basis for projecting visitation to the proposed 
Universal City recreation complex. Table III sets forth this relationship 
for nine of the largest and best known attractions in the area and two 
comparable attractions in the San Francisco Bay area. Based on 1965 
attendances, the attractions' market penetrations range from a high 
of 36 percent at Disneyland to a low of 4 percent at the Movieland 
Wax Museum. It seems highly unlikely that the proposed Universal City 
attraction will achieve penetrations on the order of Disneyland's, with its 
ever changing activities, international fame, and appeal to all age groups. 
However, the wide range and variety of activities to be included in the 
Universal City development will capture a higher proportion of the 
available market than single -activity recreation attractions. 
The balanced combination of dining, shopping, and recreation 
activity achieved at Tivoli in Copenhagen perhaps best represents the mood, 
character, and variety of activity desired at the proposed' Universal City 
recreation complex. This world-famous attraction is in its 124th year of 
operation. One million persons visited Tivoli for the first time in 1916. 
The first 2 million visitor year was recorded in 1936; 3 million in 1946; 
and 4 million in 1955. Visitation in 1965 was 4, 135,844, while the 
projection for 1966 was 5. 0 million. 
Tivoli cannot, however, be considered directly comparable to 
the proposed Universal City development. It is different in several 
important attributes. For example, part of its great attraction to 
tourists is its extraordinarily long history: this is a legend in itself. 
Further, Tivoli is located in the central core of Copenhagen, a highly 
centralized city. Finally, Copenhagen has few attractions to rival Tivoli. 
Thus visitors and residents alike are drawn repeatedly to Tivoli 
for its many varied and renowned attractions. Although no estimate of 
Tivoli's market penetration exists, it is thought to be well in excess of 
Disneyland's. 
Several recreation attractions in the United States have attempted 
to duplicate one or more parts of Tivoli. Disneyland, for example, took 
a cue from the children's amusement area, added the Disney organization's 
creativity, and evolved : the most popular commercial recreation attraction 
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Table III 
1965 MARKET PENETRATIONS 
OF SELECTED RECREATION ATTRACTIONS 
Estimated 
Available 
Attraction Visitation Market 
Disneyland 6,300,000 17,250,000 
Fisherman's Wharf 1/ 3,000,000- 12,000,000 
Knott's Berry Farm 4,000,000 17,250,000 
Ghirardelli Square 1,200,000.!/ 12,000,000 
Marine land 1,360,000 17,250,000 
Griffith Park Zoo 1,270,000 17,250,000 
Busch Gardens ( 1966) 1,020,000 17,830,000 
Ports 0 'Call Villages 1,000,000 17,250,000 
Universa 1 Studios' Tour (1966) 800,000 17,830,000 
Movieland Wax Museum 600,000 17,250,000 
Pacific Ocean Park 600,000 17,250,000 
]:_/ Visitation estimated by Economics Research Associates. 
Source: Economics Research Associates. 
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in the United States. GhirardelliSquare in San Francisco and Ports 
O'Call near Los Angeles are examples of commercial developments which 
were influenced By Tivoli's dining and shopping elements. Both of these 
attractions are in their third year of operation and draw more than 1 
million visitors. Plans are being developed to expand both these attractions. 
Current visitation to GhirardelliSquare and Ports 0 'Call, both 
free attractions, indicates an estimated market penetration of 10 percent 
and 6 percent, respectively. This range of market penetration describes 
the potential for dining and shopping elements of Universal City's 
proposed development during the initial years of operation. The concept, 
quality, and variety of dining and shopping activities, location and acce s-
sibility, and proximity of other attractions to the proposed development 
more closely approximate the environment of Ghirardt:Hli Square ': than 
Ports 0 'Call. Therefore, a penetration of some 8 to 10 percent for the 
dining and shopping elements is not unrea listie. 
In addition, the proposed recreation complex will include the 
existing Studios Tour and other planned amusements. The market 
penetration of the Studios Tour is slightly less than 5 percent. With the 
addition of a theater complex, the Hollywood Museum, and other recreation 
activities and amusements, the market penetration of the recreation 
elements of the proposed development potentially could double. 
The combination of the three major elements of the proposed 
Universal City complex indicate a potential market penetration of 18 to 
20 percent. A.fter discounting the market penetrations of the Studios 
Tour and Ghirarde11i Square , which are in their second and third years of 
operation, to reflect the initial operating year, estimated market 
penetration is 15 to 18 percent. 
On the basis of the foregoing analysis and the recorded penetration 
rates of existing recreational attractions, it is conservatively estimated 
that the Universal City development's initial level of market penetration 
will be 15 percent. 
Because of the vagaries of public acceptance and the indeterminable 
but related interdependence between capital invested and market penetration, 
three schedules of potential market support have been developed assuming 
free admission, as shown in Table IV. The low and high ranges of market 
penetration were developed as planning parameters; the probable attendance 
level is believed to be the most realistic and is used subsequently in this 
analysis. 
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Given a 15 percent penetration of the available market in 1970, 
some 3. 1 million persons are projected to visit the recreation attraction. 
By 1980 the leve 1 of market penetration is estimated to increase to 22 
percent, yielding nearly 6. 5 million visitors. 
A.s illustrated by Marine land of the Pacific in Figure 1, the 
penetration rate of static recreational attractions tends to decline after 
a few years because the passiveness of such an attraction does not stimulate 
repeat visits. In other recreation attractions, such as Disneyland, a 
cyclical rate of market penetration had developed, with attendance 
increasing as new features are added. Recreation attractions providing 
retail services as well -- such as proposed for Universa 1 City -- are 
considered exceptions to this negative pattern in market penetration with 
aging. 
The three schedules of market penetration presented in Table IV 
reflect various levels of decreasing local recreation visitation and increas-
ing local restaurant and shopping partronage. The projection of increasing 
levels of restaurant and shopping attendance is based on the public's 
tendency to patronize such retail facilities more frequently as they become 
established and better known for their respective services. Given quality 
tenants, increased levels of restaurant and shopping market penetration 
should more than offset the normal declining level of recreation market 
penetration, giving the Universal City attraction both an increasing actual 
percent of market penetration and an upward historical trend in penetration. 
Relationship Between Admiss·ion Policy 
and Attendance 
A theoretical relationship between admission price and attendance 
at the proposed Universal City recreation development is illustrated in 
Table V. This demonstration assumes maximum attendance will occur 
at a free admission and that the maximum fee obtainable is $2. 50, a level 
at which about 15 percent of potential attendance will occur. At various 
pricing policies between free admission and $2. 50 fee, 85 percent of 
potential attendance will be lost. This derivation reflects the experience 
of various recreation attractions throughout the country in increasing 
or decreasing their admission charges. 
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Figure 1 
COMPARISON OF MARKET PENETRATION TRENDS 
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Table V 
RELATIONSHIP BETWEEN ADMISSION PRICE 
AND VISITATION TO PROPOSED 
UNIVERSAL CITY RECREATION DEVELOPMENT, 
1980 
Percent of 
Adult Ticket Price Potential Visitation 1980 Visitation 
Free 100% 6,480,000 
$0.25 87 5,640,000 
0.50 75 4,860,000 
0.75 64 4,150,000 
1.00 54 3, 500,000 
1.25 46 2,980,000 
1.50 38 2,460,000 
1. 7 5 31 2,010,000 
2.00 25 1,620,000 
2.25 20 1,300,000 
2.50 16 1,040,000 
Source: Economics Research Associates. 
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In Table VI, potential visitation is projected for the proposed 
attraction illustrating the decline in visitation with adult admission fees 
from $0.25 to $1. An admission fee of $1 is thought to be the maximum 
charge that can be levied without jeopardizing the concept of restaurant 
and shopping outlet operation outlined in Section I. Above $1 the 
sizing of these components by necessity is reduced and they begin to take 
on the character of snack stands and souvenir shops. The primary 
orientation becomes recreation rather than the nearly balanced attraction 
envisioned in the concept. 
In 1970, the initial year of operation, estimated visitation 
anticipated to teach 3. 1 million if the admission charge is $1 or less. 
Because of this inpact of the opening of a major new attraction and the 
Studios Tour's public acceptance, a nominal admission fee is not expected 
to deter many first visits to the proposed recreation development. 
However, an admission charge would be an increasing detriment to 
attendance with each year of operation. Projected visitation at a $1 
admis sian fee is 59 percent of potentia 1 visitation at a free admis sian 
in 197 5 and 54 percent in 1980. 
For purposes of illustration, a $0.50 adult admission fee and a 
$0. 25 children's fee are used in subsequent ana lysis. Thus, projected 
visitation at these prices is 3, 100,000 in 1970, 3-,790,000 in 1975, and 
4, 860,000 in 1980 -- some 75 percent of potential visitation at a free 
admission. 
In the next section of the report, the relationship b_etween 
admission price anaattendance at the proposed. recreation attraction will 
be translated into potential revenue. 
PATTERNS OF VISITATION 
Monthly, daily, and hourly patterns of attendance are determined 
in subsequent paragraphs. This information is essential in establishing 
sizing and staffing requirements. 
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Monthly Variations in Visitation 
Projected distribution of visitation to the development by month 
is summarized in Table VII. The low point in patronage -- 5 percent of 
the year's total-- is expected to be recorded in the months of November 
and January; the high month, August, is projected to account for 16 
percent of annual attendance. This distribution is derived from the 
experience of similar major recreation attractions, as shown in 
Figure 2. 
Daily Patterns of Visitation 
Table VIII estimates the general pattern of daily visitation 
at the proposed recreation attraction, together with maximum in-park 
crowds. The estimates assume year-round operation. 
Although maximum patronage in the early 1970's is expected to 
be over 37, 000 on a peak day, an average of 15 high days.!/ is used for 
planning purposes. Utilizing this planning day figure, it is estimated that 
facilities should be sufficient to handle 10, 000 in-grounds visitors in 1970. 
In 1980, an in-grounds crowd of 20,900 is expected assuming a free 
admission, and a crowd of 15, 800 assuming a nominal admission fee?:../. 
Hourly Average Length of Stay and Peak In-Park 
Patterns of Visitation 
The attendance pattern of ultimate significance for recreation 
attraction planning purposes is reflected in hourly arrivals and departures 
and the number of persons on the premises at any given time. 
1/ Normally the 15 high days represent July and August weekends. 
2/ Assumes a $0. 50 adult admission fee and $0. 25 for children 
(6-12 years). 
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Table IX sets forth estimated arrivals, departures, e3;nd in-grounds 
crowds for the proposed Universal City attraction's 15 top attendance 
days. Peak arrival of visitors, estimated to be 11 percent of the total, is 
expected to take place between 1:00 and 2:00p.m. Peak in-grounds crowds, 
representing nearly 41 percent of daily visitation, will occur between 
3:00 and 4:00p.m. These estimates are derived from a study of hourly 
arrivals and departures at Ghirardelli Square. A.lthough Ghirardelli 
Square and the proposed attraction are comparable because of the quality 
restaurants and specialty shops associated with both, hourly departures 
and in-grounds crowds at the two attractions vary significantly because 
of the difference in the average length of stay, as discussed below. 
Average length of stay at the proposed recreation development 
is estimated to be between three and one -half to four hours, compared with 
Ghirardelli Square's less than two ;-hour average length of stay. Together 
with raising patrons' probable per capita expenditures, a long stay also 
increases the size and duration of peak in-grounds crowds. Consequently, 
the size of associated facilities must be increased to meet this peak in-
grounds visitation. 
Projection of Studios Tour Attendance, 
1967 to 1969 
Assuming major additions are not made to the Studios Tour, its 
market penetration would be expected to decline as the resident market 
is cycled through the attraction. Projected attendance at the Studios Tour 
assuming no major additions is as follows: 
Year Market Penetration Projected Attendance 
1967 5. 4o/o 1,000,000 
1968 6.0 1, 150, 000 
1969 5.0 1,000,000 
A further decline could typically be anticipated for two or three 
more years before atten~ance levels off. However, inasmuch as the tour 
will be part of a broader, more varied attraction, attendance is projected 
to remain at the 1.0 to 1.2 million level projected for 1967 through 1969. 
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Section III 
FINANCIAL EVALUATION 
In this section per capita expenditures are developed for the various 
elements of the proposed Universal City recreation attraction. Gross 
revenue is estimated on the basis of attendance projections developed in 
the preceding section, while projection of net income is based on the 
experience of similar attractions. Using construction cost projections 
supplied by Smith and Williams, total development costs also are estimated. 
Cash flow and residual land value analyses are presented in the concluding 
subsections of this report. 
ESTIMATED VISITOR EXPENDITURES 
To e v aluate potential visitor expenditures at the proposed recreation 
attraction, the E. R. A. staff investigated visitor spending patterns at various 
recreation centers throughout the United States. Several general observations 
resulted from this investigation which are applicable to the proposed develop-
ment. 
Per capita expenditures at a recreation attraction are a function of 
the v ar i ety and quality of activities offered, as reflected in time spent at 
the attrac tion and participation in its activities. As length of stay increases, 
greater expenditures occur, particularly on such items as food and beverages·. 
The experience of existing attractions, shown in Table X, serves to illustrate 
the parameters of probable per capita expenditures at the Universal City 
attraction. 
Admission Price Policy 
Establishing an attraction's pricing policy is probably the most 
important decision made by management. The admission price that 
maximizes visitation does not necessarily result in optimum revenues. In 
the case of the proposed Universal City recreation development, an impor-
tant consideration is the potential revenue loss from the major restaurant 
and merchandise components of the development with an admission price 
in excess of $1. 
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Table X 
PER CAPITA EXPENDITURES 
AT SELECTED UNITED STATES RECREATION CENTERS 
Average Expenditures Per Capita 
Disneyland 
Anaheim, California 
Marine land 
Palos Verdes, California 
Sea World 
San Diego , California 
Pacific Ocean Park 
Venice, California 
Seaquarium 
Miami, Florida 
Six Flags Over Texas 
Dallas, Texas 
San Diego Zoo 
San Diego , California 
Storyland Village 
Neptune, New Jersey 
Play land 
San Franci sco, California 
Elitch Gardens 
Denver , Colorado 
Coney Is land 
Cincinnati, Ohio 
Pleasure Is land 
Boston, Massachusetts 
Santa's Village 
Sky Forest, Californi a 
Play land 
Rye , New York 
n. a. = not available. 
Total 
$6. 13 
3.60 
4.48 
2.22 
3.20 
5.48 
1.30 
1.20 
1.80 
1.22 
2.05 
2.40 
1.80 
1 .. 70 
Source : Economics Research Associates. 
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Rides and 
Admissions 
$3. 79 
1.85 
n. a. 
1. 75 
n. a. 
3. 12 
0.80 
0.65 
n. a. 
0.82 
1. 35 
1. 75 
0. 75 
1.00 
Food, 
Beverages, 
and Souvenirs 
$2.34 
1.75 
n. a. 
0.47 
n. a. 
2.36 
0. 50 
0. 55 
n. a. 
0.40 
0. 70 
0.65 
1. 0 5 
0.70 
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As planning progresses, the impact of an admission fee on each 
element of the proposed attraction may become more apparent. For 
example, it may be necessary for high fashioned expensive retail shops 
to credit the admission pric-e against purchases or issue passes to regular 
customers. Further, some shops, restaurants; and offices serving a select 
clientele could be so located within the complex to permit patrons to enter 
without passing through the admission gates. However, an admission fee 
would be imposed for entry from these establishments into the main areas 
of the proposed recreation development. Perhaps a rental premium could 
be justified for such a location outside the admission gate. Also, this area 
could logically evolve into the specialty shopping complex previously studied 
by E.R.A. 
In evaluating potential expenditures at the proposed attraction, the 
alternative admission policies are presented, with corresponding 
expenditures for food and beverages, merchandise, recreation activities, 
and parking. The basis of these estimates is the experience of other 
recreation attractions. 
In the previous section, potential attendance at various admission 
prices was projected. In Table XI, revenue from admissions is computed 
assuming a charge of$0.50 for adults and$0.25 for children (6-12 years). 
Adults are estimated to comprise 85 percent of total attendance, which 
is comparable to the experience at other adult attractions. Average 
admission is $0.46. An annual ticket is proposed, selling for $10 and 
entitling the holder to an unlimited number of visits per year. The majority 
of these tickets would be sold to Universal Studios employees, office workers, 
hotel employees, and residents of the apartment complex and nearby areas. 
Such a ticket would permit these persons to visit the restaurant and shopping 
components frequently without being deterred by an admission fee. Some 
6, 000 tickets could be sold in 1970 and some 10,050 in 1980. The average 
ticket holder would visit the complex an estimated 25 times during the year. 
The ticket is priced at 20 times the adult fare. Visits by annual ticket 
holders may represent 5 percent of total visitation. 
Gross revenue from gate admissions and annual ticket sales is 
estimated at $1,420,000 in 1970, $1,740,000 in 1975, and $2,220,000 in 
1980. The analysis of other sources of revenue in the following subsections 
indicates the optimum admission price policy. 
III- 3 
r 
r· I . 
[ . 
r. 
{ 
t· . 
r. 
~·· 
Table XI 
ESTIMATED GROSS REVENUE FOR 
ADMISSIONS AND ANNUAL TICKET SALES, 
PROPOSED UNIVERSAL CITY 
RECREATION DEVELOPMENT 
Admission Fee: Adult $0. 50 
Children 0. 25 
Average Admis sionl_/ 
Visitatio~/ ( 000) 
Admission Revenue (000) 
Annual Ticket Salesl./ (000) 
(at $10 per ticket) 
Gross Revenue from Admissions (000) 
1970 1975 
$ 0. 46 $ 0.46 
2,950 3,600 
$1,360 $1,660 
$ 60 $ 80 
$1' 420 $1,740 
1980 
$ 0.46 
4,620 
$2,120 
$ 100 
$2,220 
1 / Distribution of visitation: 8 5 percent adults, 15 percent children 
(6 - 12 years). 
!:._/ Total visitation less 5 percent allowance for visits by annual ticket 
holders. 
1_/ Projected at 6, 000 tickets in 1970, 8, 000 in 1975 , 10 , 000 in 1980. 
An average 25 visits per annual ticket holder is estimated. 
Source: Economics Research Associates. 
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Distribution of Visitor -G-rientation 
To compare projected Universal City expenditures with those at 
similar existing activities, potential visitors are categorized according 
to the primary orientation of their visit. Although such a separation of 
activity obviously must be arbitrary, the experience of other attractions 
as applied to the proposed concept indicates that after the first ten years of 
operation, assuming free admission, some 30 percent of visitors will be 
dining oriented, 30 percent shopping oriented, 30 percent recreation 
oriented, and 10 percent interested in other activities. (The latter category 
includes those visiting the recreation area to take dance and voice · lessons 
or to visit the offices inside the area. ) 
Visitor orientation assuming a gate admission fee varies from that 
of the free admission profile in 1980. With an admission, the orientation 
tends more toward the recreation elements. Recreation then represents 
the primary purpose of visit for 40 percent of visitors, shopping 25 percent, 
dining 25 percent, and other activities 10 percent. 
Generally, first-time visitors are recreation oriented. After the 
first or second visit, patrons are usually more interested in dining or 
shopping. Based on this observation, a distribution of activity orientation 
is estimated in Table XII. Further, the Universal City Studios Tour has 
been established as a major recreation attraction, and the proposed complex 
will benefit from this public acceptance. The proposed dining and shopping 
elements will have to build a reputation, since no such image has been 
created at Universal City. 
The following subsections estimate visitor expenditures according 
to purpose of visit. 
Restaurant Operations 
Food and beverage facilities in the proposed attraction represent 
the major source of potential revenue. The variety of cuisine and service 
may range from a sidewalk cafe specializing in French pastries to a 
gourmet restaurant equal to the better restaurants along La Cienega 
Boulevard. Some 10 - to 20 food service facilities are envisioned, several 
using common kitchens. The variety of dining facilities is intended to suit 
the tastes and purses of visitors solely interested in dining as well as those 
who wish only a snack while shopping or enjoying the Studios Tour and other 
recreation activities. 
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Table XII 
ESTIMATED DISTRIBUTION OF VISITOR ORIENTATION 
AT PROPOSED UNIVERSAL CITY 
RECREATION DEVELOPMENT 
Percent Distribution 
1970 1975 1980 
Admission Policy.!./ I and II I and II I II 
Visitor Orientation 
Dining 20% 25% 3 Oo/o 2 5o/a 
Shopping 20 25 30 25 
Recreation 50 40 30 40 
Other 10 10 10 10 
Total 1 00 o/o 1 OOo/o 1 OOo/o 100o/o 
.!./ Admission Policy I = free admission. 
Admission Policy II = paid admission. 
Source: Economics Research Associates. 
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It is suggested that the restaurants offer French, Italian, German, 
and other · European cuisines along with traditional American specialties. 
Detailed planning efforts should include . consideration of such features as 
a German beer garden, an English pub, dining and dancing pavilion, coffee 
houses, a theater club, and discotheques. Consideration also should be 
given to such specialty food outlets as a delicatessen, an ice cream parlor, 
and a pastry shop, among others. 
For purposes of this analysis, the food and beverage services have 
been categorized as expensive, moderate priced, and inexpensive. These 
categories of food service are defined by the average meal ticket (including 
beverage) indicated below: 
Category Lunch Dinner 
Expensive $3.00 $7.50 
Moderate priced 1.50 4.50 
Inexpensive 0.75 0.75 
Dining is the primary purpose of visiting the Universal City attraction for 
patrons of the expensive and moderate restaurants. However, many will 
also browse through the shops before and after diriner. Others will have 
dinner at one of the restaurants before attending a theater performance in 
the area. The shopping and recreation oriented visitors will generally visit 
the cafes, specialty restaurants, and other inexpensive food service facilities. 
In the expensive and moderate priced restaurants, patrons will stay 
longer and spend more, resulting in fewer daily turns per seat. This is 
particularly true at lunch time, when service is limited to about two hours. 
Patrons will take 1. 0 to 1. 5 hours or more for dinner, but service can be 
intensive for four hours or longer. The indicated number of turns per seat 
is consistent with the experience at well located and well managed restaurants 
in Los Angeles. 
Total revenue per seat and average dining expenditure are projected 
as follows: 
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Expensive 
Lunch 
Dinner 
Total 
Average dining expenditure 
Moderate Priced 
Lunch 
Dinner 
Total 
Average dining expenditure 
Inexpensive 
Average Daily Revenue 
Turns Total 
Ticket Per Seat Revenue 
$3.00 
7.50 
$I. 50 
4.50 
$0.75 
I. 5 
I. 5 
I. 5 
2.0 
10.0 
$ 4.50 
li. 25 
$I5.75 
$ 5.25 
$ 2.25 
9.00 
$ I1. 25 
$ 3. 21 
$ 7.50 
Daily revenue per seat projected for expensive and moderate priced 
restaurants is consistent with that at such facilities as Seattle 1 s Space 
Needle, Ports O'Call Villages near Los Angeles, and Fisherman's Wharf. 
Indicated per capita revenue for the inexpensive service is comparaple with 
that at such recreation attractions as Disneyland, Six Flags Over Texas, 
and Marine land of the Pacific. 
The average dining expenditure is further refined to indicate relative 
spending by dining, shopping, and recreation oriented visitors and their 
respective restaurant preferences. This computation is presented in 
Tables XIII and XIV. 
The projected $I. 6 2 to $1. 86 per capita expenditure for food and 
beverages seems high when compared with that at other recreation 
attractions, as shown below: 
Attraction 
Disneyland 
Marineland 
Six Flags Over Texas 
Seattle World's Fair 
Ili-8 
Per Capita Expenditure 
for Food and Beverage 
$1. 18 
1.20 
1. 21 
2. 12 
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However, the main attraction at each of these activities is other than dining ; 
snacks are the most popular fare. Dining at the propo-sed recreation 
complex, on the other hand, represents perhaps its greatest appeal. 
Per capita expenditures are translated into gross revenue figures in 
Table XV. Projected revenue from restaurant operations ranges from $S. 0 
million in 1970 to $12. 0 million in 1980. The number of seats required to 
serve demand in 1980 is 2, 130 assuming paid admission and f., ·935 with free 
admission. Assuming an _average of 30 square feet per seat, including kitchen 
areas, some 64, 000 and 88, 000 square feet, respectively, is required for 
restaurant operations. 
Merchandise Area 
The merchandise area is envisioned as containing an assortment of 
shops offering a v ariety of goods. Tenants specializing in quality merchandise 
and service are a prerequisite to a successful shopping environment. Such 
tenants might include antique dealers; art and art supply dealers; specialty 
food shops (selling candy, delicatessen foods, gourmet foods, cheese); import 
outlets; crafts shops (candles, pottery, leather, silver), and specialty apparel 
outlets (furs, high fashion, and sportswear). 
Projected visitor expenditures in the merchandise area are derived 
in a manner similar to that used in computing restaurant expenditures. 
Visitors who come to the proposed development for the primary purpose of 
dining may also browse and shop before or after dining. Several will buy 
a gift or household item on impulse. However, inasmuch as only a small 
proportion of diners will make more than a token purchase, an average 
expenditure of $0. 30 is estimated. The visitor who drives to Universal City 
for the express purpose of buying a gift or an item for his own use will un-
doubtedly find the item within the proposed assortment of shops. The 
average purchase at quality department stores is about $10.00 to $15.00. 
However, since major appliances and other durable goods will not be sold at 
Universal City, the average purchase is more likely to be about $5. 00. 
The recreation visitor who has come for the Studios Tour, a movie, 
theatrical performanc~, museum visit, or other amusement will generally 
be interested in purchasing souvenirs, but like diners may yield to the 
impulse to buy some personal or gift item. Estimated ·average expenditure 
for recreation oriented visitors is . $1. 00. This compares favorably to the 
average expenditure at other recreation attractions, demonstrated as follows: 
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Attraction 
Disneyland 
Six Flags Over Texas 
Seattle World ' s Fair 
Per Capita 
Merchandise Expenditure 
$1. 16 
1. 15 
1. 18 
Estimated total per capita merchandise expenditure for all visitors ranges 
from $1. 58 to $1. 91, as computed in Table XVI. Based on estimated per 
capita expenditures, gross revenue from merchandise operations in 1970, 
1975, and 1980 is projected in Table XVII. Gross revenue is estimated at 
$8,510,000 assuming paid admission and $12,340,000 assuming free admission. 
The experience of major recreation centers and merchandise opera-
tions indicates that gross sales per square foot can be expected to average 
$75 to $125, with some shops generating $200 in sales per square foot. 
Assuming an overall average of $100 per square foot, the area required 
for merchandise operations at the Universal City recreation development 
is estimated in Table XVII. . The merchandising requirement is 85, 000 
net square feet assuming paid admission and 123, 000 net square feet 
assuming free admission. 
Recreational and Cultural Activities 
The restaurant and specialty merchandising areas will be the focus 
of the proposed recreation development. This subsection discusses the 
additional entertainment and cultural facilities proposed for the recreational 
complex. 
Proposed facilities include the Studios Tour, a 3, 000- seat theater 
complex (also referred to as Cinema Arts Center), the Hollywood Museum, 
activity areas identified as the Production Center and Recorded Arts Center, 
and an amusement area with two or three rides, such as a carrousel, a 
ferris wheel, and a pleasant and relaxing boat ride. 
The Studios Tour would be re-oriented to combine a pedestrian and 
tram tour of the Front and Back Lots. It is anticipated that the tour would 
be shorter than its present length, requiring an average of 2 to 2. 5 hours to 
complete. On the walking part of the tour, visitors would be allowed to set 
their own pace. It is suggested that the admission price be adjusted down-
ward to reflect the shorter tour length and to permit visitors to patronize 
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1970 
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Table XVII 
ESTIMATED GROSS REVENUE AND 
NUMBER OF NET SQUARE FEET OF 
MERCHANDISE SPACE AT PROPOSED 
UNIVERSAL CITY RECREATION DEVELOPMENT 
A.dmis sion Policy r.!_/ 
Per Capita 
Visitation Merchandise Revenue Net Square Footage 
(000) Expenditure (000) of Merchandise Space?:/ 
3, 100 $1.58 $4,898 49,000 
4,680 1.75 8, 190 82,000 
6,460 1 . 91 12,340 123,000 
A.dmission Policy II_!_/ 
3, 100 $1.58 $4,898 49,000 
3 , 790 1.75 6,630 66,000 
4,860 1.75 8,510 85,000 
1/ Admission Policy I= free admission. 
A.dmission Policy II= paid admission. A.ssumes $0.50 adult 
admission, $0.25 for children (6-12 years). 
2/ Based on $100 average gross revenue per square foot. 
Source: Economics Research A.ssociates. 
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the other recreation activities available. The recommended adult ticket 
price is $2. 50, and approximately two-thirds of the recreation oriented 
or first-time visitors are expected to take the tour. Projected annual 
tour attendance ranges from-an estimated 1. 0 million in 1970 to 1. 2 million 
in 1980. 
The adult ticket price for the Studios Tour is now $3. The average 
length of stay is 3 to 3. 5 hours (2 hours on the formal tour and 1 to 1. 5 
hours at the Tour Center). The activities presently included in the Tour 
· Center would comprise the proposed Production Center and would not be 
included in the tour admission charge of $2. 50. Therefore, the average 
length of stay on the proposed Studios Tour would be 2 hours. This shorter 
stay would allow visitors more time to browse through shops, dine, or see 
one of the activity centers -- Production Arts, Recorded Arts, and Cinema 
Arts. 
The Production Arts Center is essentially the existing tour center. 
Features of this complex would be stimulated production of motion pictures, 
animal actor demonstration, make- up demonstration, wardrobe show, and 
special effects demonstration. In addition, animated sets would be included 
to permit exhibition of movie- making techniques and to let visitors take 
photographs on an authentic movie set. 
The architects have proposed that a series of activities be devised 
so that visitors can simulate participation in the motion picture production 
process. For a nominal fee the visitor could test his skills in synchronizing 
sound tracks, editing, lighting, and other facets of the production process. 
For example, the participant could attempt to adapt sound effects to selected 
film sequences and replay the results. A visitor's voice could be dubbed into 
a film sequence with the actor mouthing the words. Although the concept 
has not been fully developed, preliminary indications are that this could be 
successfully implemented. 
The theater complex is to be the Universal Pictures showcase. New 
Universal releases will be shown there. Public previews and audience 
reaction screening are to be a function of this facility. Also envisioned is 
a film festival or showings of award-winning motion pictures. Cultural 
activities such as stage plays and musical performances are fitting activities 
to be included in the complex. The theater complex will also be used as a 
stage for international festivals and entertainment. It will feature singing 
and dancing groups from Spain, Italy, Germany, and other European countries 
and from the Near and Far East. Its stages may become part of the Cinema 
Arts Center, to be utilized by the U.S. C. School of Cinematography and as 
a commercial training facility for voice, dancing, acting, and music students. 
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For this variety of activities the establishment of average admission 
charge is a difficult task. Some activities will call for free admission; 
others might be black tie, charity donation affairs. However, recreation 
oriented visitors will generally be attracted by paid admission events with 
a ticket range of $1. 00 to $3. 00. 
A plan for placing the proposed Hollywood Museum on Universal City 
property, with the museum to be operated by the U.S. C. School of Cinema-
tography, has been offered. The Hollywood Museum could become the catalyst 
for a Recorded Arts History Center. Although the specific content of the 
museum is undetermined at this point, it is assumed it will consist of 
animated exhibits of the history of motion pictures, television, radio, and 
records. Admission to the museum is estimated at $1.00 for adults. The 
museum probably would feature exhibits of the history of the motion picture 
camera, classic costumes, vintage movie vehicles, andre- creation of classic 
scenes. Also included would be a film and reference library~. 
The revenue producing facilities of the Hollywood Museum and the 
adjoining Recorded Arts Center might include a Classic Theater for screening 
past memorable films and television series. Several animated visual 
memory tests have been suggested by the architects to challenge the visitor's 
memory and ability to identify movies, television series, radio shows, and 
personalities. The charge for each of these activities would be nominal. 
Other revenue producing activities would be film and costume rentals. 
A definitive evaluation of the individual activities 1 revenue potential 
is beyond the scope of this analysis. It can be noted, however, that the 
degree ofactiv.ityparticipation by diners and shoppers is a function of the 
residual amount of time and money available for recreation activities after 
they have fulfilled their primary purpose in coming to the attraction. For 
recreation oriented visitor, potential activity participation is a function of 
the number of diversions offered and entertainment value received for time 
and money spent. A participation and per capita expenditure schedule is 
presented for purposes of demonstration in Tables XVIII and XIX. 
Estimated average expenditures for recreation activities are $3. 35 
for recreation oriented visitors, $0. 23 for shopping oriented visitors, 
$0.41 for dining oriented visitors, and $0.07 for other visitors. The 
average expenditure for rides and admission at Disneyland is $3. 79 and 
at Six Flags Over Texas, $3. 12. Thus, the $3.35 estimated for recreation 
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oriented visitors is comparable with that at leading commercial recreation 
attractions. Weighted per capita expenditures range from $1.82 in 1970 
to $1. 21 in 1980. This decreasing recreation expenditure pattern reflects 
the shifting orientation of vi-sitors to dining and shopping. Gross revenue 
from recreation activities is projected in Table XX. Gross revenue is 
estimated at $7, 340, 000 with an admission charge and $7 ,_820, 000 assuming 
free admission. The square footage allocated for recreation activities is 
detailed in the Smith and Williams report. 
Parking 
Parking represents one of the most critical planning factors for a 
recreation attraction. Although most visitors will arrive by private car, 
a significant number will either walk to the recreation activities from other 
elements of the Universal City urban complex-- office buildings, apartments, 
and hotels -- or arrive by public transportation -- taxi, public bus, charter 
bus, or the proposed rapid transit. An estimated 10 percent of total 
attendance will not arrive by private car in 1970, a proportion expected to 
increase to 20 percent in 1980 with the development of Universal City and 
operation of the rapid transit system. Assuming a free admission, some 
16,700 persons of peak in-park visitation of 20,900 in 1980 will arrive by 
car, as shown in Table XXI. By comparison, some 12,600 of the 15,800 
peak visitation, assuming paid admission, will arrive by car. 
In estimating the number of parking spaces required, two factors 
must be considered: the number of people per car, categorized by visitor 
orientation, and the orientation distribution of total visitation. Based on the 
experience of shopping centers and other recreation attractions, the number 
of visitors per car is estimated as follows: 
Visitor Orientation 
Dining 
Shopping 
Recreation 
Other 
III- 22 
Persons Per Car 
3.0 
2.5 
4.0 
1. 5 
l 
r . 
r . 
!.. 
I 
Year 
1970 
197 5 
1980 
1970 
197 5 
1980 
Table XX 
ESTIMATED GROSS REVENUE FOR 
RECREATION ACTIVITIES AT PROPOSED 
UNIVERSAL CITY RECREA.TION DEVELOPMENT 
A.dmission Policy :r]:_/ 
Per Capita Gross Revenue for 
Visitation Expenditure Recreation Activities 
3, 100, 000 $1.82 $5,640,000 
4,680,000 1.51 7,070,000 
6,460 , 000 1. 21 7,820,000 
A.dmission Policy II~/ 
3, 100, 000 $1.82 $5,640,000 
3,790,000 1.51 5,720 , 000 
4 , 860,000 1. 51 7.340,000 
1/ Admission Policy I= free admission. 
2/ Admission Policy ll =paid admission. Assumes $0.50 adult 
admission , $0.25 for children (6 -12 years). 
Source : Economics Research Associates. 
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Table XXI 
ESTIMA.TED VISITATION 
ARRIVING BY CAR AT PROPOSED 
UNIVERSAL CITY RECREATION DEVELOPMENT 
{Thousands) 
Admission Policy.!./ 
1970 
I and II 
1975 1980 
I II I II 
Visitation 
Annual 3,100.0 4,680.0 3,790.0 6,460.0 4,860.0 
Peak in-park~/ 10.0 15.2 12.3 20.9 15.8 
Percentage Arriving 
by Car 90% 85% 85% 80% 80% 
Visitation Arriving 
by Car 
Annual 2,790.0 3,980.0 3, 220.0 5, 170.0 3,890.0 
Peak in-park~/ 9.0 12.9 10.5 16.7 12.6 
1/ Admission Policy I= free admission. 
Admission Policy II= paid admission. Assumes $0.50 adult admission, 
$0.25 for children (6 -12 years). 
2/ Ave rage 15 high days. 
Source: Economics Research Associates. 
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In determining the distribution of total visitation by visitor orientation, the 
previously derived distribution of orientation was varied slightly. This was 
necessary to more currently reflect the peak in- park planning day -- a 
summer Saturday, Sunday, or holiday. Thus the percentage of total 
visitation attributed to the shopping and "other 11 categories of orientation 
was lowered while the percentage of recreation and dining oriented 
visitors was increased. 
As shown in Table XXII, some 2, 800 parking spaces will be 
required to support projected 1970 attendance at the Universal City 
recreation complex assuming a free admission. By 1980, an additional 
2, 600 spaces will be needed, assuming the rapid transit system is completed. 
With paid admission, the number of parking spaces required is 4, 500 
1n 1980, some 900 less than required with free admission. 
The public accepts the need to pay a parking fee at most commercial 
recreation facilities in the Los Angeles area. A $0. 50 charge per car is 
now levied at the Studios Tour, Busch Gardens, and the Palm Springs 
Tramway. Parking fees of $1. 00 are charged for major sports events at 
Dodger Stadium, Sports Arena, and Memorial Coliseum, while a similar 
charge is in effect at the Music Center for evening performances. 
The public has not yet accepted payment for parking at outlying 
suburban shopping centers. If a charge is made at the Universal City 
recreation development it may be necessary for tenants to underwrite the 
charge through validation. A fee is charged for parking in Ghirardelli 
Square 1 s underground structure. The unique shopping experience available 
at Universal City may also justify such a fee. 
For purposes of this analysis a parking fee of $0.50 per car is 
assumed. It is recognized that in view of the growing general acceptance of 
parking fees and the premium placed on convenient parking, a fee of $0. 75 
or $1. 00 may be feasible before 1980. Gross revenue from parking is 
projected in Table XXIII. Gross revenue from parking in 1980 is estimated 
at $925, 000 with a free gate admission and 670, 000 with a paid admission. 
Per capita expenditure for parking is estimated at $0.14 in 1980. 
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Table XXIII 
ESTIMATED PER CAPITA EXPENDITURE AND 
GROSS REVENUE FOR PARKING AT 
PROPOSED UNIVERSAL CITY DEVELOPMENT 
1970 ' 197 5 1980 
Ad . . P 1· 1/ 
. mlSSlOn 0 1cy- I and II I II I 
Annual Visitation 
Arriving by Car (000} 2, 800 3,980 3,220 5, 170 
Average Number of 
Persons Per Car 3.0 2.9 2.9 2.8 
Number of Cars (000} 930 1,370 1' 110 1, 850 
Parking Fee $0.50 $0.50 $0.50 $0.50 
Gross Revenue (000} $ 465 $ 685 $ 555 $ 925 
Per Capita Parking 
Expenditure $0. 15 $0.15 $0 . 15 $0. 14 
1/ Admission Policy I = free admission. 
II 
3,890 
2.9 
1,340 
$0.50 
$ 670 
$0.14 
Admission Policy II =paid admission. Assumes $0.50 adult admission, 
$0 . 25 for children (6-12 years). 
Source : Economics Research Associates. 
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TOTAL GROSS REVENUE 
T otal potential gross revenue from the Universal City recreation 
complex is summarized in Table XXIV. Estimated gross revenue in the 
initial year of operation exceeds $16 million, increasing to $33.1 million 
by 1980 assuming free admission. With a paid admission total revenue 
is $27. 3 million in 1980. Total per capita expenditure is estimated at 
$5.16 and $5. 61, respectively, in 1980. As demon~trated in Table X, 
this expenditure ranks the proposed attraction with Disneyland and Six 
Flags Over Texas among recreation centers throughout the United States. 
However, the projection is reasonable .considering the emphasis placed 
on restaurants and merchandising. 
NET OPERATING INCOME 
In the preceding subsections, gross revenues from the recreation 
development were determined on the basis of projected attendance and 
visitor spending habits. In this subsection net operating income to MCA is 
derived. The first step in the analysis is to determine net revenue from 
MCA- operated enterprises and income from leased operations. 
Table XXV reviews sources of revenue and indicates the lease 
rates deemed appropriate for various operations to be leased by MCA. In 
the course of future planning it may become apparent that some of the 
indicated leased activities may be more profitably operated by MCA. 
Leased Operations 
Successful operation of the restaurants and merchandise areas 
requires extensive experience in the respective businesses. These 
. facilities should be leased to operators of proven ability and should 
subsequently be close~y monitored. 
Economics Research Associates surveyed similar operations 
throughout the county to determine proper lease rates for the Universal 
City facilities. Considered in the investigation were major exhibitions, 
theme parks, and specialty shopping centers. 
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Table XXV 
SOURCE OF INCOME AND SUGGESTED LEASE RATES, 
PROPOSED UNIVERSAL CITY RECREATION DEVELOPMENT 
Revenue Source 
Restaurants 
Merchandise 
Recreation 
Parking 
Admissions 
Method of 
Operation 
Leased 
Leased 
MCA 
MCA 
MCA 
As a Percent of Gross Sales 
Range of Average 
Lease Rates Lease Rate 
6. O% to 20. O% 10. O% 
6.0%to 15.0% 9. O% 
Source: Economics Research Associates. 
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Minimum rentals for non- sales institutional leases at Disneyland 
range from slightly over $8 to $22 per square foot, with the average 
nearly $13. If institutional lessees sell merchandise, minimum rentals 
range from slightly over $13 to $20 per square foot, averaging over $18 
per square foot. The rent is 8.0 percent of the lessee's gross revenue. 
Food sales operations lease provisions at Disneyland range from 
8 to 10 percent of gross sales. In addition to maximum rent, net cost 
to the lessee includes salaries, repairs, maintenance, janitorial and 
utility expenses, taxes, telephone, insurance, and miscellaneous expenses. 
In some lease agreements the net cost is offset by a wholesale credit. Total 
cost to the institutional lessee is estimated at 1. 8 times minimum rent and 
at 1. 4 times the minimum when food and beverage operations are included. 
The exposure to over 6 million visitors annually accounts for the unusually 
high minimum rent structure at Disneyland. 
By contrast, Ports 0' Call Villages at Los Angeles Harbor, drawing 
1 million -visitors annually, leases space at a minimum of $7. 20 per square 
foot for non-fixtured space. A pro rata fee is charged for trash collection 
and security. Total net minimum rental is in excess of $9 per square foot. 
The minimum rental is charged against 6 to 10 percent of sales, whichever 
is higher. This is also the percentage rental range at Ghirardelli Square. 
Management of both activities indicates that all tenants exceed the minimum 
rent each year. 
At the Seattle World's Fair, covered exhibit space was leased for 
$11 to $15 per square foot for the six- month season. In addition, $1. 50 
per square foot was charged for janitorial and miscellaneous services. For 
food operations a charge of $4 per square foot was levied in ground leases, 
plus 10 to 20 percent of gross sales, depending on the type of food service 
offered. 
In arriving at suggested Universal City recreation development lease 
rates, the attraction's many advantages were taken into account. Among 
these, exposure to a market of over 3 million persons annually should 
prove highly attractive to merchandisers and restaurateurs. 
!.li ... 31 
f::; ; 
,, ·. ·~ .. 
[. 
[ 
[ : 
r. 
On the basis of terms at similar attractions, E. R. A. believes 
lease rates ranging from 6 to 15 percent of gross sales and averaging 
9 percent are realistic planning assumptions for the Universal City 
complex. Specialty shop rates would range from 6 to 10 percent and tourist 
oriented gift and souvenir shop rates from 8 to 15 percent. 
Lease terms for food operations ranging from 6 to 20 percent of 
gross sales are also realistic in view of the prime restaurant location and 
the experience of similar operations. Expensive restaurants are expected 
to justify rental rates of 6 to 8 percent, moderate priced restaurants, 
rates of 8 to 10 percent, and inexpensive restaurants, rates of 10 to 20 
percent. The weighted average rate is estimated at 10 percent. 
The Hollywood Museum is to be operated by the U.S. C. School 
of Cinematography after the facility is constructed by Los Angeles 
County. The School of Cinematography will move to a new building on 
the site. It has been proposed that the land be donated by MCA. There-
fore no rental rate has been established. However, it would not be 
unreasonable to impose a rental rate if admission is charged to the museum. 
Rental of office space within the Universal City recreation core is 
anticipated. These areas would be on the second and third floors of 
merchandise and restaurant structures. Typical tenants would be interior 
decorators and designers; art, dance, voice, and instrument instruction 
studios; travel and tour agencies; and talent and artist agencies. Rental 
rates for such facilities are determined on a square footage basis, and 
rates for space similar to that proposed for Universal City range from 
$3.50 to $5.00 per square foot. The location adjacent to MCA's World 
Headquarters and Universal City Studios, plus exposure to over 3 million 
visitors annually, should justify average rental rates of $4. 50 per square 
foot. 
As shown in Table XXVI, some 15,000 square feet of office space 1s 
scheduled for first phase development, with the total ultimately expected 
to reach 45,000 square feet. Based on a rental rate of $4.50 per square 
foot, an annual ·rental of $187,900 can be expectedfrom the office space at 
ultimate development. Operating expenses are anticipated to equal 35 
percent of total rental income. Thus net operating income from office 
rentals is estimated at $122,100 in 1980. 
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Table XXVI 
INCOME FROM LEASING OF OFFICE SPACE IN 
PROPOSED UNIVERSAL CITY RECREATION DEVELOPMENT 
1970 1975 1980 
Net leaseable area 
(square feet) 15,000 30,000 45,000 
Rent per square foot $4.50 $4.50 $4.50 
Total rent potential $67,500 $135,000 $202,000 
Average occupancy rate 93% 93% 93% 
Total rental income $62, 800 $125,600 $187,900 
Less operating expenses 
35 percent of rental income 22, 000 44, 000 65, 800 
Net operating income 40, 8 00 81, 600 122, 100 
Source: Economics Research Associates. 
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MCA- Operated Activities 
Net income to MCA from operation of such commercial recreation 
activities as the Studios Tou~, Production arid. Recorded Arts Centers, 
theater, boat ride, carrousel, and ferris wheel is computed on the basis 
of the experience of similar attractions investigated by E. R. A. The 
investigation revealed that operating expenses, exclusive of debt service, 
depreciation, and income taxes typically range from 40 to 60 percent of 
gross revenue. For purposes of this analysis 50 percent is applied to 
the gross revenue previously projected to determine net income from 
these elements of the proposed recreation development. 
Normally, operating costs of commercial parking structures 
represent 25 to 40 percent of gross revenue. However, because of the 
lower fees expected to be charged at Universal City compared with 
commercial facilities, a conservative 50 percent of gross revenue is used 
in this analysis. 
Net revenue from admissions is estimated at 50 percent of gross 
revenue. This allows for admission taxes and operating expenses incurred 
in administering the gate fee. Also, much of the free live entertainment --
outdoor concerts, marching bands, strolling musicians, and fireworks 
displays -- are supported by the gate admission fee. 
Total Net Income 
Net income from all operations is summarized in Tables XXVII 
and XXVIII. The amount ranges from $3.9 million in 1970 to $6.5 
million in 1980 assuming a free admission. General and administrative 
expenses equal to 25 percent of net income are subtracted to derive 
estimated operating profit. This amounts to $2. 9 million in the initial 
year and reaches $4. 9 million in 1980. Inasmuch as conservative estimates 
were used to determine net income from recreation activities and 
parking and a conservative 25 percent general and administrative expense 
is assumed, the projected 1980 net income of $4. 9 million may be exceeded 
assuming free admission. Net income assumming a nominal admission 
charge is also $4.9 million in 1980. 
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Table XXVII 
ESTIMATED NET INCOME AND OPERATING PROFIT 
PROPOSED UNIVERSAL CITY RECREATION DEVELOPMENT 
ASSUMING FREE ADMISSION 
Revenue Source 1970 1975 1980 
Restaurants $ 502,000 $ 819,000 $1,202,000 
Merchandise 4 4 1,000 737,000 1, 111,000 
Office rentals 41,000 82,000 122,000 
Recreation {less Hollywood 
2,. 635' 000 3,276,000 3,. 58 5' 000 Museum) · 
Parking 238,000 348' 000 468' 000 
Net Income $3,857,000 $5,262,000 $6,488,000 
Less: 
General and administrative 
expenses.!/ 964,000 1,316,000 1,622,000 
Operating profit before 
depreciation, income 
taxes, and debt service $2,893,000 $3,946,000 $4,866,000 
l_/ Includes management and leasing expense and insurance and advertising 
expenses, all totaling 25 percent of net income. 
Source : Economics Research Associates. 
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Table XXVIII 
ESTIMATED NET INCOME AND OPERATING PROFIT, 
PROPOSED UNIVERSAL CITY RECREATION DfVE IDPMENT, 
ASSUMING PAID ADMISSION.!_ 
Revenue Source 
Admission 
Restaurants 
Merchandise 
Office rentals 
Recreation (less Hollywood 
Museum) 
Parking 
Net Income 
Less 
General arr administrative 
expense-
Operating profit before 
depreciation, income taxes 
and debt service 
1970 
$ 710,000 
502,000 
441,000 
41,000 
2,635,000 
238,000 
$4,567,000 
1,142,000 
$3,425,000 
1975 1980 
$ 870,000 $1,110,000 
664,000 851,000 
598,000 766,000 
82,000 122,000 
2,653,000 3,402,000 
278,000 335,000 
$5,145,000 $6,586,000 
1, 286,000 1,646,000 
$3,859,000 $4,940,000 
1/ Assumes $0.50 adult admission and $0.25 for children (6-12 years). 
2/ Includes management and leasing expense and advertising expenses, 
all totaling 25 percent of net income. 
Source: Economics Research Associates. 
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CASH FLOW ANALYSIS 
Alternative demonstration cash flow analyses are presented in Tables 
XXIX and XXX. The analys-is in Table XXIX assumes MCA funding of all 
capital costs and a free admission. Depreciation is based on an average 
20- year, straight-line computation of development costs summarized in 
Table XXXI. The resultant cash flow is $3. 0 million on a capital 
investment of $22.3 million in 1980. The rate of return of investment is 
9. 8 years after completion in 1980. 
Assuming a paid admission, as shown in Table XXX, the return 
of MCA equity investment is 8. 3 years on a capital investment of $18. 9 
million. 
LAND APPRAISAL 
The residual land value accruing from the $22. 3 million recreation 
development assuming free admission is derived in Table XXXII. The 
improvement value is capitalized at a 12 percent return ·of investment, a 
rate appropriate for the high risk associated with restaurant and recreation 
operations. Net income attributable to land is $520, 000. The land value, 
because of its alternative use for apartments and commercial development, 
is capitalized at 10 percent. This high rate presents a very conservative 
land appraisal. The value imputed to the 42 acres assigned to recreation 
uses is $5. 2 million, or $2. 85 per square foot. 
Assuming a paid admission, a land value of $8. 95 is indicated. 
This value is some three times higher than that generated under a free 
admission policy. The higher value is attributed to a lower improvement 
cost ($18. 9 million versus $22. 3 million) and smaller land area (32 
versus 42 acres). 
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Table XXXI 
TOTAL CONSTRUCTION COST_!_/ OF 
PROPOSED UNIVERSAL CITY RECREATION DEVELOPMENT 
(Thousands) 
1970 - 197 5 1980 
Admission policy~/ I and II I II I 
Revenue Source 
Restaurants $ 1,550 $ 2,455 $ 2, 165 $ 3, 520 $ 
Merchandise . 980 1,640 1,320 2,460 
Theater 1,080 1,080 1,080 1,080 
Tour Facilities 
Present 3, 500 3,500 3, 500 3,500 
Proposed 1,000 1,000 1,000 1,000 
0 ffice and Studio Space 300 600 600 900 
Recreation 500 500 500 500 
Landscaping 600 900 775 1, 245 
Parking 4,200 6, 150 4,950 8, 100 
II 
2,555 
1,700 
1, 080 
3,500 
1,000 
900 
500 
945 
6,750 
Total $13,710 $17,825 $15,890 $22,305 $18,930 
1/ Includes architectural, engineering, and interim financing costs .. 
2/ Admission Policy I= free admission. 
Admission Policy II =paid admission. Assumes $0.50 adult 
admission, $0.25 for children (6-12 years). 
Source: Smith and Williams and Economics Research Associates. 
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Table XXXII 
RECREA.TION COMPLEX LAND APPRAISA.L, 1980 
Admission Policy~/ 
I II 
Value of recreation complex development, 
excluding land $22,305,000 $18,930,000 
A.nnual net income before amortization 
Capitalization rate on improvement value 
( 12. 0 percent interest, 2. 5 percent 
amortization) 
Net income attributable to improvements 
Net income attributable to land 
Capitalized value of land (at 10.0 percent) 
Number of acres in recreation area 
Land value for recreation use 
Value per gross acre 
Value per square foot 
1/ Admissi,on Policy I = free admission. 
3,750,000 
14.5% 
3,230,000 
520,000 
5,200,000 
42 
125,000 
$2.85 
3,990,000 
14.5% 
2,740,000 
1,250,000 
12,500,000 
32 
390,000 
$8.95 
A.dmisston Policy II =paid admission. Assumes $0. 50 adult 
admission, $0.25 children (6-12 years). 
Source: Economics Research A.ssociates. 
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Section IV 
IMPLEMENTATION OF RECREATION DEVELOPMENT 
WITH THE UNIVERSAL CITY MASTER PLAN 
An urban development program incorperating the proposed recrea-
tion complex offers the highest land use feasible for the 410-acre Universal 
City. Previous Economics Research Associates reports evaluate market 
support for and economic feasibility of a commercial office center, retail 
shopping center, hotel complex, and a luxury high rise and garden apart-
ment complex on the site. Previous sections of this report establish the 
feasibility of the recreation attraction. This section discusses revisions 
of the development program indicated by inclusion of the recreation com-
plex and establishes residual land values resulting from the revised plan. 
Many of the revisions incorporated in this section have not been 
substantiated through definitive market support analysis. The initial market 
analysis was completed in 1963 and updated in the E. R. A. report published 
in January 1966. The 60, 000 square foot retail shopping complex, the 
additional 1, 000 resort hotel rooms, and the higher density apartment 
complex have not been fully evaluated for market support because such 
an analysis is beyond the scope of this study. However, preliminary 
investigation indicates these revisions in the master plan can be supported 
within the projected market areas . 
COMMERCIAL OFFICE CENTER 
The Universal Plaza development plan prepared by Skidmore, 
Owings and Merrill remains essentially intact in the revised plan, with 
the exception that 45, 000 square feet of projected office space has been 
allocated to the recreation core. The 45, 000 square feet may prove to be 
a conservative _estimate of demand for space within the recreation complex . 
However, inasmuch as the space in the recreation area is expected to rent 
for $4 . 50 per square foot and the high rise office towers for an average of 
$6 . 50 per square foot, including parking, there is not likely to be a 
significant overlap in potential market support. Therefore, the recom-
mended development schedule for 1. 0 million square feet of ·office space is 
as follows: 
IV -1 
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Completion Date 
1969 
1971 
1973 
1975 
1978 
1980 
Total 
Square Feet 
of Space 
70,000 
130,000 
200,000 
200,000 
200,000 
200,000 
1,000,000 
When completed, the commercial office center will contain 1, 250, 000 
square feet of floor area, including the existing 2 50, 000 square feet of 
office buildings. For purposes of this analysis, it is assumed construction 
costs per square foot will average $25 (including architectural and engineer-
ing fees). Interim financing is expensed against first-year income. 
Additionally, 2, 000 parking spaces are planned to serve the 1 million 
square feet of new office space. The $29. 0 million total cost for office build-
ing development is derived below: 
Commercial Office Center 
1, 000, 000 square feet of GFA.!./ 
at $25 per square foot 
2, 000 parking stalls at $2,000 each 
Total 
Cost 
$25,000,000 
4,000,000 
$29,000,000 
The previous cost estimate serves as the basis for establishing 
the residual land value of the commercial office complex. As shown in 
Table XXXIII, a value of $11 per square foot is derived. 
l./ Gross floor area. 
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Table XXXIII 
UNIVERSAL CITY COMMERCIAL OFFICE COMPLEX 
LAND APPRAISAL 
Value of 1. 0-million square foot GFAJ:/office center, 
ex.c luding land 
Annual net income before amortizatio~/ 
Capitalization rate on improvement value 
{Interest return: 7. 5 percent; straight line 
amortization factor: 2. 5 percent.) 
Net income attributable to improvements 
Net income attributable to land 
Capitalized rate of land value 
Value of land for 67-acre office center 
Value per gross acre 
Value per square foot 
}:__/ G r o s s floor a r ea. 
Amount 
$29,000,000 
$ 3,140,000 
10. O% 
$ 2,900,000 
$ 240,000 
7. 5% 
$ 3,200,000 
$ 480,000 
$11.10 
}:_/ Assumes 800,000 square feet of net leasable area, annual rent of 
$6. 50 per square foot, 93 percent occupancy, and 35 percent 
operating expense. 
Source : Economics Research Associates. 
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RETAIL SHOPPING CENTER 
The retail shopping center has been scaled down from the regional 
and specialty shopping cent~rs proposed in previous Economics Research 
Associates reports. Although a great variety of retail shops is presently 
envisioned for the recreation complex, a small convenience shopping 
center is required to provide residents of both the Universal City develop-
ment and adjacent residential areas with daily necessities. 
The proposed convenience center will have 60, 000 square feet of 
gross floor area. Scheduled for development in 1971 to 1975, it will 
include a supermarket, bank, drug store, variety store, hardware store, 
laundromat, barber shop, beauty salon, liquor store-delicatessen, and 
other small retail outlets. When added to the retail specialty shops 
included in the recreation complex, the entire Universal City development 
will have approximately 180, 000 square feet of retail specialty and 
necessity shops. For purposes of this study, it is assumed construction 
costs per square foot will average $15 (including architectural and 
engineering fees). Some 360 parking spaces are also planned for the 
convenience center. The $1,010,000 total cost of the convenience center 
is derived as follows: 
Convenience Shopping Center 
60, 000 square feet of GFA at 
$15 per square foot 
Parking lot improvement and land-
scaping 360 spaces at $300 per 
space 
Total 
Cost 
$ 900,000 
110,000 
$1,010,000 
This cost estimate is utilized in Table XXXIV to compute a residual 
land value for the convenience center of $2. 75 per square foot. 
HOTEL COMPLEX 
The proposed hotel complex will have two components -- a high rise 
hotel center, including convention facilities; and a resort hotel complex. 
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Table XXXIV 
UNIVERSAL CITY CONVENIENCE SHOPPING CENTER 
LAND APPRAISAL 
Value of 60, 000-square foot convenience 
shopping center, excluding land 
Annual net income before amortization: 
(Average annual rent: $3.10 per square 
foot; operating and maintenance expense: 
$0. 90 per square foot; net income: $ 2. 20 
per square foot.) 
Capitalization rate on improvement value 
(Interest return: 7. 0 percent; straight line 
amortization factor: · 2. 5 percent.) 
Net income attributable to improvements 
Net income attributable to land 
Capitalized rate of land value 
Value of land for a 4-acre convenience shopping 
center 
Value per gross acre 
Value per square foot 
Source: Economics Research Associates. 
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Amount 
$1,010,000 
$ 130,000 
9. 5% 
$ 96,000 
$ 34,000 
7. Oo/o 
$ 485,000 
$ 120,000 
$2.75 
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The high rise hotel in the revised plan is essentially the same as 
envisioned in previous Economics Research Associates reports. The 
resort hotel complex is a new concept, however, requiring further 
market support investigatio~n prior to its acceptance in the master plan. 
At any rate, a resort hotel should not be opened until sufficient recrea-
tion identification is established for the entire MCA development, probably 
after 1970. The proposed development schedule is as follows: 
Number of Rooms 
Period 
1968-1970 
1971-1975 
1976-1980 
Total 
High Rise 
Hotel Center 
500 
500 
500 
1,500 
Resort 
Hotel Complex 
400 
600 
1,000 
The hotel complex will total 2, 500 rooms when completed. Average 
cost per room is estimated at $20, 000 for the resort hotel complex and 
at $16, 000 for the high rise development (including convention facilities). 
Total cost of the hotel complex, inclu4ing parking and landscaping, is 
$46 million, as shown below: 
Hotel Complex 
1,500 rooms at $16,000 per room, 
including public areas 
1, 000 rooms at $20, 000 per room, 
including public areas 
Landscaping -- 7 acres at $34,000 
per acre 
1, 000 surface parking spaces at 
$250 per space 
1, 500 covered parking spaces at 
$1,200 per space 
Total 
IV -6 
Cost 
$24,000,000 
20,000,000 
240,000 
250,000 
1,800,000 
$46,290,000 
{
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Assuming a rental rate of $17. 50 per room for the high rise 
hotel and $22 per room for the resort hotel, the complex will generate 
$6 . 5 million in net revenue in 1980. The computation of net revenue is 
shown below: 
Average room rate 
Occupancy factor 
Average daily room rental 
revenue 
Ratio of total revenue to 
room rental revenue 
Total daily revenue per room 
Operating expense (77%) 
Net daily revenue per room 
Annual net revenue per room 
Total net revenue 
1, 500-Room 
High Rise 
Hotel Center 
$17.50 
70% 
$12.25 
2.5 
$30.65 
23.60 
$ 7. 05 
$ 2,575 
$3,865,000 
1, 000-Room 
Resort 
Hotel Complex 
$22. 00 
70% 
$15.40 
2.0 
$30.80 
23. 70 
$ 7. 10 
$ 2,590 
$2,590,000 
Table XXXV shows the residual land value for the hotel complex. 
Utilizing an annual net income of $6. 5 million and a capitalization rate of 
12. 5 percent for improvements and 10 percent for land, the hotel complex 
will have a land value of $5 . 50 per square foot . This high rate of capitali-
zation on land represents a conservative position in land appraisal. 
3 , 000-UNIT APARTMENT COMPLEX 
Since preparation of the earlier E. R . A. reports, one significant 
change has been made in the proposed apartment complex. Although the 
phas ing and total number of apartments has not been altered appre·ciably 
a third category of apartments, medium rise, has been added to the 
previously planned garden and high rise units. Adding medium rise 
apartments, and in the process reducing the number of previously planned 
garden apartments, increases development density and thereby meets the 
apartment demand defined in previous reports while decreasing the amount 
of land required. 
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Table XXXV 
UNIVERSAL CITY HOTEL COMPLEX 
LAND APPRAISAL 
Value of 2, 500- room hotel complex with 
convention and limited commercial facilities, 
excluding land 
Annua 1 net income 
Capitalization rate on improvement value 
(Interest return: 10. 0 percent; straight line 
amortization factor: 2. 5 percent.) 
Net income attributable to improvements 
Net income attributable to land 
Capitalized rate of land value 
Value of land for 28-acre hotel complex 
Value per gross acre 
Value per square foot 
Source: Economics Research Associates. 
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Amount 
$46,290,000 
$ 6,455,000 
12. 5% 
$ 5, 785,000 
$ 670,000 
10% 
$ 6,700, 000 
$ 240,000 
$5. 50 
! . 
1. 
i . 
,, 
i 
t 
l·. 
Table XXXVI sets forth the recommended development schedule 
for the apartment complex. Of the 3, 000 units planned, 1, 000 are high 
rise, 1, 400 are garden, and 600 are medium rise. Construction costs 
will , of course, vary with e:ach type of apartment. Based on average 
per unit costs, however, total cost for the apartment complex is estimated 
at about $68 million, including landscaping and parking, as shown in 
Table XXXVII. 
Based on apartment complex improvement value, land values for 
the respective apartment types are set forth in Table XXXVIII. The 
residual land value for the entire 78-acre complex is $9. 1 million, or 
$2. 65 per square foot. 
AFAR TMENT-HOTEL COMPLEX 
A third type of ·residential use is incorporated into the proposed 
Universal City master plan. Along with the hotel and apartment complexes, 
an apartment-hotel development or long term transient housing is suggested . 
This could take a variety of forms. Rooms within hotels, penthouse suites, 
and detached rooms or cabanas are commonly rented on a long term basis. 
Apartment buildings especially designed for this purpose are also 
appropriate. 
The designation apartment-hotel generally refers to a structure 
incorporating many of the amenities of both apartments and hotels. Such 
units are built either with or without kitchen facilities. A wide variety of 
hotel services is usually made available to tenants, such as a dining 
room, room service, maid service, laundry service, and a switchboard. 
In fact , many luxury apartments also include some of the same services. 
The most characteristic feature of an apartment-hotel is usually the avail-
ability of a public dining room. Apartment-hotels can be rented by the 
week or month, with the minimum length of stay usually in excess of one 
month. 
Most market support for this type of housing comes from persons 
living permanently in other parts of the country, but whose employment 
requires that they spend one or more months during any given year in 
another area. This situation is common in the entertainment industry, 
for example. The cost of renting .a hotel room for several months may 
IV-9 
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Table XXXVI 
.-~ " 
t DEVELOPMENT SCHEDULE 
FOR UNIVERSAL CITY APARTMENT COMPLEX 
f 
{Number of Units) 
Year High Rise Medium Rise Garden 
Completed Apartments Apartments Apartments Total 
1968 100 150 250 
1969 100 150 400 
1970 150 100 250 
;.:·. 
1971 .,,.,., 1tt. 100 100 200 
:~~. 
1972 150 100 250 ! .  
1973 100 100 200 
( . 1974 150 100 250 
1975 100 100 200 
!·. 1976 150 100 250 
1977 100 100 200 
! 1978 150 100 250 
1979 100 100 200 
!,,, 
-'~:;, 1980 150 100 250 
'"'' 
Total 1,000 600 1,400 3,000 
Source: Economics Research Associates. 
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Table XXXVII 
ESTIMATED CONSTRUCTION COST OF APARTMENT 
COMPLEX AT UNIVERSAL CITY 
High rise apartments 
1, 000 units at an average cost per unit of 
$28, 200 {average size 1, 200 square feet 
gross floor area at $23.50 per square . 
foot construction cost)..!_/ 
Landscaping -- 5 acres at $8, 500 per acre 
1, 500 parking spaces {covered) at $1, 500 per space 
Subtotal 
Medium rise apartments 
600 units at an average cost per unit of 
$19, 800 (average size 1, 100 square feet 
gross floor area at $18. 00 per sqttare foot 
construction cost)..!_/ 
Landscaping - - 6 acres at $8, 500 per acre 
900 parking spaces {covered) at $1, 500 per space 
Subtotal 
Garden apartments 
1, 400 units at an average cost per unit of 
$15, 000 (average size 1, 000 square feet 
gross floor area at $15. 00 per square foot 
construction cost)l_/ 
Landscaping-- 28 acres at $8,500 per acre 
2, 000 parking spaces (covered) at $1, 500 per space 
Subtotal 
Total 
..!.../ Including architectural and engineering fees. 
Source: Economics Research Associates. 
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$28,200,000 
40,000 
2,250,000 
$30,490,000 
$11,880,000 
50,000 
1,350,000 
$13,280,000 
$21,000,000 
240,000 
3,150,000 
$24,390,000 
$68r160,QQQ 
Table XXXVIII 
UNIVERSAL CITY APARTMENT COMPLEX 
LAND APPRAISAL 
High Rise Apartments 
Value of 1, 000-unit high rise apartment development, 
excluding land 
Annual net income before amortization 
Average annual rent per unit: $5, 220.!./ 
Vacancy factor: 6. 0 percent 
Operating expenses: 33 percent 
Net income 
Capitalization rate on improvement value 
(Interest return: 7. 5 percent; straight-line 
amortization factor: 2. 5 percent) 
Net income attributable tq improvements 
Net income attributable to land 
Capitalized rate of land value 
Value of land for 1, 000-unit high rise apartment 
complex 
Garden Apartments 
Value of 1, 400-unit garden apartment development, 
excluding land 
. Annual net income before amortization 
Average annual rent per unit: $2, 800.!./ 
Vacancy factor: 6. 0 percent 
Operating expenses: 30 percent 
Capitalization rate on improvement value 
{Interest return: 7. 0 percent; straight-line 
amortization factor: 2. 5 percent) 
Net income atttributable to improvements 
Net income attributable to land 
Capitalized rate of land value 
Value of land for 1, 400-unit garden apartment 
complex 
IV-12 
$30,490,000 
3,290,000 
10. Oo/o 
3,050,000 
240,000 
7. 0% 
3,430,000 
$24,390,000 
2,580,000 
9. 5% 
2,320,000 
260,000 
7. 0% 
3,710,000 
Medium Rise Apartments 
Table XXXVIII 
(Continued) 
Value of 600-unit medium rise apartment 
development, excluding land 
Annual net income before amortization 
Average annual rent per unit: $3, 7oo..!./ 
Operating expenses: 33.0 percent 
Net income 
Capitalization rate Qn improv~ment value 
(Interest return: 7. 0 percent; straight line 
amortiz:ation factor: 2. 5 percent.) 
Net income attributable to improvements 
Net attributable to land 
Capitalized rate of land value 
Value of land for 600-unit medium rise apartment 
complex 
Residual land value for 3, 000-unit apartment complex 
Total land value (78 acres) 
Value per gross acre 
Value per square foot 
1__/ Including parking 'revenue . 
Source: Economics Research Associates. 
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$13,280,000 
$ 1,400,000 
9. 5% 
$ 1,260,000 
$ 140,000 
7. O% 
$ 2,000,000 
$ 9,140,000 
$ 115,000 
$2~65 
•... ;. ... 1.~.: .. \-
f. 
L. 
r. 
be unreasonable, but hotel services are most desirable, so an apartment-
hotel is a logical compromise . 
Inasmuch as a market study has not been completed for this specific 
use, the land appraisal analysis has been incorporated in the analysis of the 
3, 000-unit apartment and 2, 500-room hotel complexes. However, 
preliminary investigation indicates that, as a conservative estimate, some 
300 units of apartment-hotel housing could be absorbed. Demand for some 
200 of these would be drawn from potential hotel guests and the remainder 
from potential apartment tenants. 
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